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WHAT OTHERS ARE SAYING 


“John Nemo took my LinkedIn profile page and ignited it in a way 
I hadn’t seen done before. After witnessing John’s expertise up close 
and personal, it’s easy to see why he’s been crushing it on LinkedIn 
the past few years. Simply put, when it comes to LinkedIn, John 
Nemo is the real deal. Can't wait to share more of his LinkedIn 
knowledge bombs with the rest of Fire Nation soon!” 

— Joun Lee Dumas, Host, Award-Winning “Entrepreneur on Fire” 
Podcast, Best-Selling Author 


“When it comes to LinkedIn, there are pretty much three people I 
listen to, but only one has ever dropped new business right in my 
lap the way John Nemo did. You know me. I don’t recommend 
people lightly. John Nemo is worth your time. Jump on this book!” 
— Curis Brocan, New York Times Bestselling Author & Speaker 


“Once John updated and optimized my LinkedIn profile, I 
immediately (and I mean immediately!) began to see results. From 
inbound media and interview requests to people asking more 
about working with Ziglar, it all happened within a few days of 
John making my updated profile live. I highly encourage you to 
check out John Nemo and LinkedIn Riches. I know it will make a 
difference for you just like it has for me!” 

— Tom Ziciar, CEO, Ziglar Inc. 


“T’ve generated over $50,000 in new business as a direct result what 
I learned from John Nemo inside his LinkedIn Riches Premium 
Online Training. When it comes to LinkedIn, John Nemo is a rock 
star!” — Joun Hawkins, Executive Coach, Consultant & Speaker 


“Bottom line is that I can attribute just over $20,000 in the last 4-5 
months to using LinkedIn based on John’s program insights. I have 
another $10,000 in outstanding proposals that I feel confident will 
land in the next few weeks. There is not a week that goes past when 
I do not have new leads generated from my continuing to follow 
this program’s advice!” 

— Paut Copcutt, Personal Branding Consultant & Speaker 


“Within 60 days of investing in John Nemo’s LinkedIn Riches 
Online Training Course, I'd landed a high-level client for an 
ongoing, $7,500 monthly retainer, along with several other new 
clients at different tiers of my various coaching and consulting 
programs. | also have a backlog of new prospects wanting to sign up 
for my programs, so much so that I’ve actually had to dial back my 
lead generation efforts on LinkedIn. John’s system is working TOO 
well!” — Bri Prater, Business Coach & Consultant 


“After completing John’s LinkedIn Riches training and setting up 
his system, I started receiving leads immediately ... within 90 days 
my business was at 100 percent capacity. I literally had to turn new 
prospects away. I can now easily generate all the leads I’ll ever need. 
Thank you, John!” — Karen Nreruicn, Small Business Owner 


“T’ve landed 2 new clients and $8,000 in new revenue directly from 
clients I’ve found on LinkedIn using John’s techniques. I’ve also 
gone from about 200 relevant contacts to more than 2,000 using 
the tools and techniques from LinkedIn Riches Training!” — BRIAN 
Gracon, Author, Consultant & Speaker 


“In a very short amount of time, I’ve added 90 new connections, 
landed 3 solid leads had more than 30 phone and in person 
meetings with prospects. I’ve turned my LinkedIn network into 

a lead generation machine thanks to you, John! Your expertise 

and insight is second to none. You don’t try to pass off BS to your 
followers. Your system is so simple even for the average Joe. Thank 
you!” — JoHN Barton, Director of Sales 


“I can't believe how fast John’s training worked! Following John’s 
strategy and trainings, I sent just ove personalized LinkedIn invite 
and follow up message to someone I noticed in my network. A 
day later I closed a new Conversion Rate Optimization (CRO) 
project for his e-commerce website. John’s scripts and strategies 
worked incredibly fast and landed me a new client less than 24 
hours after I went through the LinkedIn Riches Training Program. 
Unbelievable!” — Mannan Ray, Digital Marketing Consultant 


“This program is amazing ... one of the best investments I have 
made for my business! Before I even finished the training, I 
already had one new client and formed a partnership with another 
individual! I just wanted to tell you that for myself and my Small 
Business, you have made a terrific difference!” — Karuy Simxkins, 
BraveChange Coaching 


“No fluff — just strategies that WORK from someone who actually 
USES them - not just teaches them. Using John’s system, I’ve grown 
my Loan Officer Tips Group from zero prospects to a thriving 
community of more than 1,000 in less than 60 days! And I did it 
using the ideas and templates John Nemo shares inside LinkedIn 
Riches!” — Brian Sacks, Mortgage Consultant & Financial Services 


“5 of the 13 sales I’ve made so far this year came from LinkedIn 
using John’s methods! NO KIDDING, this REALLY works!” 

— CHartes (CHaz) Brorersma, Jnternet and Digital Marketing 
Executive 


“Thanks John Nemo! I must say, applying just a small fraction of 
your LinkedIn Riches has yielded a HUGE return on investment. 
I hadn’t even finished the first few training modules, applying 
what was inside them to my profile, when I immediately received 
three inbound inquiries from prospects via LinkedIn. I wrote two 
proposals based on those three conversations ... one has already 
signed up for my services, another is pending ... wow!” — Lisa 
AnpeErson, CPA, Virtual CFO and Small Business Owner 


“John — I should tell you that I just sold my largest consulting gig 
ever. It came from LinkedIn, and it came from being proactive on 
LinkedIn and following your tips! Thank you!” 

— Dave DEVELDER, FasTiac Revenue 


“Thanks to John’s strategies, I was able to increase my monthly 
LinkedIn profile views to well over 2,000 per month, which 
jumped my connection requests through the roof! I went from 

212 connections to over 2,000+ connections in just a few months. 
I NEVER ONCE requested the connection — it was all people 
who are interested in what I offer. I am seen as an authority in my 
space now. I’ve also done a radio show interview and I don’t think I 
would have been noticed for it, had I not read and used the info 

I learned from John Nemo. Thanks John!” 

— Matt Jounson, SEO Consultant 


“When it comes to LinkedIn, John Nemo is a marketing genius. 
His system has brought in dozens of new clients and generated an 
ongoing stream of qualified sales leads are looking for exactly the 
type of services we offer. I can’t recommend John and this book 
enough!” — Taomas Backal, Lazarus Financial Group 


“Since taking your online course, P've revamped my LinkedIn 
profile and noticed a HUGE increase in the number of people 
looking at my profile! It’s helped me close new deals, and when I 
talk with or email potential clients, I see they've checked out my 
LinkedIn profile. Best of all, I now have people contracting MY 
services to rewrite THEIR LinkedIn profiles! Thanks to LinkedIn 
Riches, I now understand the power of LinkedIn and prefer it to 
any other social media platform for business use!” 

— Amanpa Suaw, Webrunner Media Group 


“John, I incorporated your advice on the “One sentence you must 
have’ into my profile, and within two days I had three targeted 
prospects calling me! It was the psychology of your sentence that 
made the prospects move forward. Thank you for your insight!” 

— Roger Situ, Coach and Consultant, Financial & Legal Services 


“John — you completely made my day yesterday. I couldn't believe 
how fast this worked! I have to admit ... I was a little skeptical. But 
after a few hours, I’m not anymore. | started implementing your 
suggestions yesterday morning, thinking I had nothing to lose 

by trying. Not long after, I was contacted by the CEO of a local 
corporation ... he wants to meet with me this week! I have never 
secured a meeting so quickly. Thanks for sharing your LinkedIn 
wisdom. It really is gold!” — Amy Lowe, Precom Training 


“Holy Smokes John ... just scratched the surface of implementing 
the ideas and some dude has ALREADY reached out to me to 
discuss my services. I’m as skeptical as they come, but you my 
man are the Real Deal! I’m very grateful for you sharing your 
information John. Thank you!” 

— WituraM Kuiskey, Five Star Ally, Inc. 


“Meeting and working with John has been a true blessing for me. 

I have limited social media experience, and asked John to create 

an interesting LinkedIn Profile page for me. The result was simply 
amazing! When I approached John, I had 66 contacts and weekly 
profile views of around 2. Six weeks later, I had over 5,500 contacts 
and well in excess of 1,000 profile views a week. John showed me 
some very good ways to increase traffic on my LinkedIn Profile 
page. Furthermore, I have already had meetings with several new 
LinkedIn contacts, with whom my company will likely do business 
in the future! I can strongly recommend working with John as you 
will benefit from his creativity as well as his vast experience with 
social media and LinkedIn in particular.” 

— Joun BERESFORD Marsna Lt, Investing & Financial Services 


“John ... Wow! You are really on top of your game. I have invested 
over $10,000 in various LinkedIn tools and trainings, and yours is 
the top! Your training had strategies and techniques that are NOT 
COVERED BY ANYONE else. Again ... wow!” 

— Dr. Murray Beauuteu, /V Broker, Health & Safety Products 
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DEDICATION 


I don’t have adequate words to describe how much Jesus 
Christ means to me. Throw all that religious nonsense out the 
window — I’m talking about Jesus Christ as my hero, savior 
and best friend. Jesus, your inescapable grace, your tender, 
patient way of loving me, your steadfast refusal to give up on 
me no matter how often I stumble and fail and falter and flail 


around ... how do I put that into words? 


Where does love like that come from? Who gives us grace 
like that? Jesus, just writing this makes me a blubbering mess 
of gratitude. Thank you. My hero. My God. My savior. I’m a 


mess. I’m broken. And I’m saved. And I’m safe. 


“We are made right with God by placing our faith in Jesus 
Christ. And this is true for everyone who believes, no matter 


who we are.” — Romans 3:22 
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PREFACE 


Jesus is a tough act to follow, but I’ve got to thank some 
other folks too. I'll start with John Morgan, who has been 
an indispensable part of my life and business for the past few 
years. Reading his book Brand Against The Machine changed 
the entire way I approach marketing and business, and his 
advice and inspiration remain incredibly important to me. 


Thank you, John. 


I want to thank my parents (both English teachers) for 
fostering a love of story and books early in my life. I literally 
grew up in a house that had floor-to-ceiling bookshelves 


lining the walls of our family room. 


To my gorgeous wife, Sara, and our three wild boys — Jacob, 
Alex and Bailey — thank you for making me the luckiest guy 
on the planet. Thank you Sara, especially, for believing in me 
and encouraging me to chase my dreams. I cannot put into 


words how amazing, beautiful and fun you are! 
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INTRODUCTION: 


Why Linkedin? 


emember Indiana Jones and the Raiders of the Lost Ark? 
(It will be the first of many 1980s references sprinkled 
throughout this book, so apologies in advance if you weren't 
alive back then.) If you haven't seen it, well, you're missing out 


on one of the all-time great adventure films ever made. 


Anyway, the penultimate scene of Raiders is when the bad 
guys — the Nazis — try to open up the Ark of the Covenant, 
a sacred Christian relic that was used to carry the Ten 
Commandments along with giving God’s armies incredible 
power, making them invincible in battle. (Thus the reason the 


Nazis want it so bad in the movie.) 


As the Nazis open the Ark, God’s power is unleashed and 
since they are the bad guys, their faces literally melt when 
they look into it. (If you don’t believe me, go Google “Indiana 
Jones face melting scene” and watch it on YouTube!) Also, one 


guy's head explodes, but that’s not my point here. 
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My point is this: When I came across the information I’m 
about to share with you, I immediately flashed back to that scene 
from Raiders of the Lost Ark. That's why I’ve coined this as my 
“Face Melting Stat” during live presentations and talks I give on 


how vital LinkedIn is to you and your business right now. 


Here it is: As of this writing, LinkedIn has more than 700 
million members in 200 countries. /t adds two new members to 


its network every single second. 


More important, as you'll come to see in this book, 
LinkedIn is on a mission to take over the professional world, 
becoming a one-stop shop for professionals worldwide to: 

¢ Find a job 
¢ Find an employee 


¢ Find a vendor (LinkedIn has its own freelance marketplace 
called LinkedIn ProFinder) 


¢ Consume industry-specific news (including articles, blogs, 
podcasts, videos, etc.) 


* Create and publish original, industry-specific content 
(blogs, podcasts, videos, online trainings, etc.) that can be 
consumed by hundreds of millions of viewers worldwide 


° Get industry-specific, online training (LinkedIn has already 
invested nearly $2 billion to make this a reality on its 


platform) 
¢ Meet and Network with other professionals globally 
¢ Sell specific products and services to targeted audiences 
worldwide 
If youre not already, youre going to be using LinkedIn 
each and every day for some (if not all) of the reasons I just 


outlined. 


16 | LinkedIn Riches 


Especially after Microsoft acquired LinkedIn for $26.2 
billion in 2016, the platform has only continued getting 
bigger, better and more integrated with every facet of the 


professional work experience online. 


Best of all, everyone on LinkedIn is there in work mode. 
Nobody is hopping on LinkedIn to view photos of the 
grandkids, watch viral videos or bemoan their beloved sports 


team losing a game. 


Instead, they’re spending time on LinkedIn to find a job, 
find an employee or vendor, get industry-specific advice and 
insights, etc. ... in short, they're expecting to talk (and ideally 


do) business while on the platform! 


So, as you'll see in the pages to come, you can use LinkedIn 
to generate lots (and I mean lots!) of business for yourself and 


your company if you do things the right way. 
Linkedin — Past, Present and Future 


To understand how we got here, you first need to see 
how much LinkedIn has changed. From its inauspicious 
beginnings in 2003 as a basic “careers” website with 4,500 
users, to a global B2B lead generation and networking 
phenomenon with more than 700 million members as of this 
writing, LinkedIn has become an indispensable social network 


when it comes to doing business online. 


As I mentioned earlier, LinkedIn notes that it is adding 
more than two new members every second, meaning the world’s 
largest social network for professionals is adding about 63 


million new members every year. It has users in more than 
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200 countries worldwide, and is seeing explosive growth in 


places like Asia, Australia and Europe, to name a few. 


The natural question of course, is this: What in the heck is 


going on here? 


There are many answers, but I think the simplest one is 
this: As I mentioned earlier, there are no silly cat videos on 
LinkedIn. Nobody is posting photos of their dogs or kids and 
talking about what they ate for lunch. 


LinkedIn is a professional network, meaning people are on 
there to do business. Professionals spend time on LinkedIn 
with a business mentality, and that makes it a fertile ground for 
you and me to generate sales leads, add clients and increase 


revenue for our businesses as a result. 


Bottom line: When it comes to online marketing and 
social media in the business-to-business (B2B) marketplace, 
LinkedIn is the single best way to generate the most qualified 


sales leads in the shortest amount of time. 


You'll see it in my story, and (more important) in the stories 
of countless Small Business Owners, Entrepreneurs, Business 


Coaches, Consultants, Trainers, Sales Executives, Business 
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Development Executives and others who have followed the 


same strategy I’m going to lay out for you in this book. 


In fact, if you skipped past the “What Others Say” section 
at the front of the book, go back right now and read the 
stories of real professionals generating real, measurable results 
on LinkedIn. It will get you fired up to finish this book so 


you can start doing the same thing! 


Now, it’s also important for me to make this point: LinkedIn 
Riches is NOT a book based on theory. Rather, it’s about real 
people, real results and a real strategy that you can use to 


generate business for yourself. 
Legal Disclaimer 


With all that said, Pll take a moment to add I’m zot here to 
make any crazy claims, guarantees or wild promises that you'll 
instantly become a millionaire or make money hand over fist 


simply by reading LinkedIn Riches. 


Instead, I’m going to lay out for you exactly how I used 
LinkedIn to build a six-figure business from scratch in less 
than 90 days inside a tiny niche. I’ll also show you how, in 
the years that followed, hundreds of Small Business Owners, 
Entrepreneurs, Coaches, Consultants, Sales Executives and 
others have used my strategy to generate sales leads, clients 


and revenue on LinkedIn. 


Sound like a plan? 
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My Story 
How | Made $135,000 in 90 Days 


on Linkedin using my MacBook Pro 
and an empty Super Pretzels Box 


tl started my own business on November 6, 2012. I remember 
the date because one of my co-workers at the Minnesota Nurses 
Association said, “I can’t believe Nemo’s last day is Election 


Day! What were you thinking? You can’t quit on election day!” 


But I did. I remember walking out the back door of the 
building and clambering down the loud, metallic steps 
suspended over the asphalt parking lot. A sharp, cold wind 
whipped me in the face, and I strode toward my car with 
a mixture of fear and excitement growing in the pit of my 


stomach. 


I had just left the safest job I'd ever known. I was being paid 
$120,000 a year and had a union contract that meant it was 


almost impossible to fire me. I also had gold-plated healthcare 
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benefits, plus a union pension fund that I would be eligible 


for in another few months. 
And I quit. 
I had three boys at home under the age of 10, and my wife 


was home full-time raising the kids and running the show. 
I was the sole income earner in our family, and I'd just quit 
the safest, most “sure thing” job I'd ever had to start my own 


marketing agency (Nemo Media Group). 
What the heck was I thinking? 


A little more than 90 days later, I’d generated more than 
$135,000 in revenue. All of it came while sitting in our 
upstairs bedroom, working on a MacBook Pro that was 
perched atop an empty Super Pretzels box. My desk was a 
blue folding card table with one wobbly leg. 


Despite my humble surroundings, I’d just generated more 
revenue in 90 days using LinkedIn than I'd made in an entire 


year at my old job. 


Even better, I was my own boss. I was getting to do 
what I loved most — be creative! No more meetings, no 
more committees, no more wearing pants ... okay, I still 
wore pants, but they were sweatpants! My new “commute” 
consisted of walking upstairs from the kitchen to our 


bedroom and firing up my laptop. 


And all of it was happening because of one thing ... I'd figured 
out how to leverage LinkedIn like Google Search for B2B prospects. 


More than 98 percent of the new clients I landed for my 
business had never met me in real life prior to us connecting 


on LinkedIn. Yet here they were, giving me $10,000 
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marketing contracts, $15,000 website contracts and more. I 
never left the house. I never traveled to trade shows. I never 
took out expensive advertisements or made cold calls. In fact, 
I ended up taking inbound calls from people wanting to make 
a deal while I was out walking the dog. 


Business was booming. 
A few years later, I was miserable again. 


I know, I know — at this point you're thinking, What is 
wrong with this guy? 

Hear me out. In a strange way, I'd become a victim of my 
own success —- Nemo Media Group had grown too large, too 
fast, and I was now spending all my time doing stuff I didn’t 
enjoy — managing employees, figuring out payroll issues, 
managing countless client relationships and mini-dramas and 


getting buried in paperwork and contracts. 


I’m happiest when I’m being creative — coming up with new 


content that I can share and teach to others. 


So, in 2014, I made another shift — I closed down Nemo 
Media Group and created LinkedIn Riches — an online training 


course, blog and website. 


Since then, [I’ve helped hundreds of Small Business 
Owners, Entrepreneurs, Coaches, Consultants, Trainers, 
Sales Executives, Business Development Executives, Financial 
Services Professionals, Real Estate Agents, Marketers, 
Freelancers and countless other professionals utilize LinkedIn 


to generate business for themselves. 


I’ve been fortunate to personally rewrite and optimize 


LinkedIn profiles for A-List Entrepreneurs, Speakers, Authors 
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and Business Leaders like Chris Brogan, Bob Burg, John 
Lee Dumas, Ray Edwards, Dan Miller, Jairek Robbins, Mari 
Smith, Tom Ziglar and many others. 


And this is me on a typical day “working” from home: 


Yes, ’'m a guy who publishes images of himself with a 
popcorn bucket on his head, playing Star Wars with his kids 


between profile rewrites. 


My point is simple: I’m a regular person. I’m no ninja, guru 


or wizard. 


I’m not the Bruce Lee of Branding or the Chuck Norris of 
Creative Marketing. 


Rather, ’m someone who figured out a while back (2012) 
how one can tap into LinkedIn, use it like Google Search for 
B2B prospects, and then bring in proven, relationship-based 
sales strategies to build an entire business without ever leaving 


the house. 


If you want to discover how you can easily do the same 


thing, keep reading! 
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SECTION 1 


Profile: 


How To Create a Lead-Generating, 
Client-Attracting Profile 


Atmos 99 percent of people on LinkedIn are using the 


platform the wrong way. 
Let me explain. 


When LinkedIn started back in 2003, the whole idea was 
to post your résumé online, and maybe an HR person or 
recruiter would find you on the network. You could also 
search and apply for jobs through LinkedIn’s database. The 
site also wanted you only connecting with people you already 


knew in real life. (Think about how much that has changed!) 


So all of us did what LinkedIn wanted us to — we generated 
profiles that were all about (wait for it) ... ourselves! We 
posted our résumés, we talked about where we went to 
college. We talked about our jobs, industry awards we'd won 


and more. 
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We talked about ourselves. 


Incessantly. 
Think about that. 


We've all been at a cocktail party or social gathering and 
met a guy who literally never stops talking about himself. We 
might be trapped in a 10-minute conversation with him, and 
never once does he ask us a question about ourselves or how he 


can help ws out. 
That’s super annoying, right? 
Then why do we do the same thing with our LinkedIn profiles? 


I hate to break it to you, but outside of your mom and your 
dog (cats don’t count), obody really cares all that much about 


you. 
You know what other people do care about? Themselves! 


They care about getting their problems solved. They care 
about finding a product, service, or person to help them 


achieve their goals. 


Dale Carnegie said it best in his book How to Win Friends 
and Influence People: “1 know and you know people who 
blunder through life trying to wigwag other people into 
becoming interested in them. Of course, it doesn’t work. 
People are not interested in you. They are not interested in me. 
They are interested in themselves — morning, noon and after 


dinner.” 


That’s what I mean when I say 99 percent of people are 
using LinkedIn the wrong way. They've got profiles that only 


talk about themselves. 
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So, if you truly want to create a killer LinkedIn profile that 
attracts clients and generates warm, inbound sales leads, it’s 


critical to stop making this mistake. 


The Solution - Create a“Client-Facing” Profile! 
Instead of having your profile read like an online résumé, 

you need to make it all about how you can help a specific, 

targeted audience of customers and clients achieve their goals 


by utilizing your service or product. 


Go back through your LinkedIn profile and try to answer 
these types of questions: How is what Im sharing here going to 
help my ideal client or customer solve his or her biggest problem? 
How is what Im writing right now going to help my ideal client 
make more money, save time, and solve core challenges I know he 


or she faces? 


It’s all about flipping the old, outdated view of LinkedIn 
being a job seeker/hiring manager network upside down, and 
instead building a personal brand that makes it clear who you 
are, what you do, and the unique value or benefit you can 


bring a specific audience in the workplace. 


Once you have your profile in order, going out on LinkedIn 
to find, engage, and sell to your ideal clients and customers 


becomes far easier. 
Fix-it-Felix and 1990s Lyrical Poets 
Allow me to illustrate. 


If you haven't seen the Disney movie Wreck-It-Ralph, it’s a 
hilarious, animated throwback to the glory days of 1980s era 


video games. 
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If, like me, you grew up during that hilarious decade, you'll 
instantly be transported back to the days of tube socks pulled 
up to your knees, short shorts, a fistful of quarters and Ms. 
Pac-Man, Defender, and Donkey Kong awaiting your best 
effort at the local video arcade. 


Here I was, in fact, at the height of my 1980s glory. Note 


the extra short shorts: 
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Here’s the point of my trip down 1980s memory lane: Fix- 
It Felix is one of the most popular video game characters in 


Wreck-It-Ralph. 


And Felix is beloved by everyone he encounters because if 
anything breaks ... he fixes it! Armed with a golden hammer, 
Felix spends his days fixing his customer’s problems. (See where 
I'm going with this?) 

Or, as another late 1980s and early 1990s icon of eloquence 
put it: “Zfyou got a problem, yo I'll solve it, now check out the 


moves while my DJ revolves it!” 
Ice, Ice, baby. 


Yes, Vanilla Ice was a lyrical poet, and Miami was indeed on 
the scene just in case you didn't know it. But Vanilla and Felix 
are trying to convey a timeless sales and marketing truth to 
us: You must make your LinkedIn profile about the problems you 


solve for your customers! 


With that in mind, I want you to refocus, repurpose and 
reframe every sentence of your LinkedIn Profile to answer this 
question: How does what Im saying right now help YOU (my 


ideal client or customer) make more money or get what I want? 


Now, before you hit the panic button, I want to share some 
good news: I have scripts for you! They’re simple, fill-in-the- 
blank templates you can utilize like those Wacky Mad Libs 


books — see, I Anew I could work in another 1980s reference! 


Now, before I share those templates so we can make your 
profile more client-facing, we first need to address something 


even more critical — your appearance! 
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Your Linkedin Profile Photo: Let’s Get Visual! 
Fair or not, we judge a book (or person!) by its cover online. 
In the case of LinkedIn, of course, I’m talking about your 


profile photo. 


Let’s remember something I said earlier — LinkedIn is a 
professional network. People are here to do business. They are 


not here to see your latest vacation photos. 


That means, when it comes to your profile photo, this is 
not the place to upload a vacation photo or a living room shot 


of you playing Star Wars with the kids: 


As much as I love mixing in stories about our 3 wild boys 
and Rosie the dog into my marketing emails, books, blog 
posts and other content, when it comes to LinkedIn, first 


impressions are everything. 


That means I have to start the relationship with new readers 
and prospects on a more professional level. As a result, my 
LinkedIn photo has me in a shirt and tie, smiling and looking 


professional: 
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Never mind that upon updating my 
LinkedIn profile photo a while back, 
one of my longtime friends immediately 


commented, “Nemo in a tie? ’m 


impressed! What the heck is going on?” 


True, I hate wearing ties and dressing up, but for the 
purposes of a first impression on LinkedIn, I know that 
people don’t want to see me being a goofball with my kids. 
(Yet.) 


Don’t Wear Your Sunglasses at Night - or on 
Linkedin! 
[I’m also surprised at how many LinkedIn profiles I see of 


people in sunglasses. 


Remember, it’s natural human curiosity and instinct to want 
to look someone directly in the eye, and sunglasses prevent 
that. 

Wearing them in your LinkedIn profile photo (no matter 
how cool you think you look!) is not a good idea, because, 
again, youll be sowing seeds of doubt in a prospect if they feel 
like they can’t really see you. 

Please, do NOT cover up your eyes with your LinkedIn 


photo — make sure we can see directly into them! 


The Brad Schwie Rule - Smiles Are Free! 
I had a goofball friend named Brad Schwie growing up who 


always had a smile on his face everywhere we went. 
“Why are you always smiling?” V'd ask him. 


“Because smiles are free!” he'd reply. 
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And, funny, Brad has more friends than I can count ... 
everybody likes the guy, because he’s always smiling, friendly 


and welcoming. His smiling face instantly puts strangers at ease. 
See how this works? 


Even if it kills you, it’s critical that you SMILE in your 
LinkedIn Profile photo: 
, Fr 


Smiling is so important that I’ve actually told LinkedIn 


Riches students of mine to go back and get retakes of their 


profile photos because they weren't smiling. 


Remember, when you are first “meeting” someone online, 


it’s these little things that matter most! 


The Psychology of Smiling 

Without venturing too far into the territory of Sigmund 
Freud and Carl Jung, let me say this: When they first “meet” 
you on LinkedIn, prospects are looking for a fast and efficient 


way to organize you in their minds. 
Are you friendly? Inviting? Or are you cold and distant? 


At some cave person level, we humans still embrace that 
immediate “fight or flight” classification when we see a 


t we? 
stranger, don’t we: 


32 | LinkedIn Riches 


We want to make sure the person we're looking at isn’t a 
threat, and we're also unlikely to be attracted to people who 


look sad, angry or confused. 


But when we see a smiling face, it’s almost as if we can 
exhale inside and say to ourselves, “Okay, this person looks safe 
for me. We can proceed.” 


So, to recap, have a professional-looking LinkedIn photo, 


and, even if it kills you, s7zle! 


Your Linkedin Professional Title: The 1 Sentence 
You Must Get Right! 
Now that we have you looking pretty, it’s critical to talk 


about your LinkedIn professional title. 


This small section of your LinkedIn profile that follows you 
everywhere you go on the platform. Along with your photo, 
it’s the instant calling card people use to size up who you are 
and what (if any) interest they should have in your profile, 


profession and content. 


Get this piece of your profile right, and it lays the 
foundation for short-term and long-term lead generation 


and sales. 


Get it wrong, and you might as well not even use LinkedIn 


... its that important. 


This is your 120 or so character chance to impress strangers 
that are sizing you up in a matter of mere seconds ... so it’s 


critical you make a great first impression. 
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What You Want To Convey with Your Linkedin 
Professional Headline 

Your LinkedIn headline needs to convey in 120 characters 
(or around 18-20 words): 


e Who You Are 

e¢ What You Do 

e Audiences You Serve 

¢ Value/Benefit You Bring Customers 

* Credibility/Social Proof 

That’s a lot to fit into such a short space, but it zs possible to 
pull off. 


The key is to get rid of the old, outdated way of thinking 


when it comes to LinkedIn. 


Remember: Your LinkedIn profile should NOT be about 
you ... instead it should be focused on what you can do for 
your ideal audience and what makes you different/better 


when compared to your competitors. 


So instead of listing your job title in your LinkedIn 
professional headline, I want you to tell me (as a potential 


client) what you can do to help me achieve my goals! 


Here’s an example of how I format my profile headline, 
and how I try to hit on 3 key elements (My Target Audience, 
Benefits I Provide and My Service): 


(, My Target Audience 


> Benefits | Provide ines 


John Nemo ®— Nemo Media Group 
| Show Business Coaches & Consultants How To Generate @ / University of St. Thomas 


Leads, Add Clients and Increase Revenue using Linkedin 
Greater Minneapolis-St. Paul Area 


ad 
i] See contact info 
RQ cas nnnnanti inne (RANA 
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In this instance, my LinkedIn headline tells you what I do 
(show you how to use LinkedIn for lead generation), who I serve 
(Business Coaches and Consultants) and the benefits you get 
from working with me (Generate Leads, Add Clients, Increase 


Revenue). 


In reality, of course, I can show anyone in the B2B marketplace 


how to utilize LinkedIn to do these things. 


So why “narrow” my niche to only talk about a couple of 
target audiences or customer types? (In this case, Coaches & 


Consultants.) 


Pll go more in depth on this later, but for now, remember this 
phrase when it comes to successful lead generation and sales 
efforts on LinkedIn: 


The riches are in the niches! 


You cannot be successful on LinkedIn with a “mass marketing, 


mass audience” approach. 
Bottom line: [fyou try to be everything to everybody, youll be 
nothing to nobody! 


Instead, you have to narrow your focus down to a few specific 
types of professionals that you want to sell your products or 


services to. 

Pll explain more in a bit, but for now, just trust me on this one! 
Steal This Approach! 

Look at how one of my earliest LinkedIn Riches 


students, Lisa Anderson, ran with this approach in her 


professional headline: 
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Strategic Business Advisor | Virtual CFO | Virtual CEO for 


Government Contractors, Accountants & Consulting Firms 


Here’s how it looks on her LinkedIn profile page: 


Lisa Anderson, CPA 


Strategic Business Advisor | Virtual CFO | Virtual CEO for Government 
Contractors, Accountants & Consulting Firms 

Washington D.C. Metro Area | Management Consulting 

Current DeAnder Associates LLC, Anavo Transformation Solutions LLC 


Previous — George Mason University Office of, Deltek 
Education University of the District of Columbia 


“Mensano | soo 1275 


Lisa’s headline makes it clear what she does (Strategic 
Business Advisor, Virtual CFO, Virtual CEO) and who her 
target audiences are (Government Contractors, Accountants 


and Consulting Firms.) 


As an added credibility play, she lists her name on LinkedIn 
as, “Lisa Anderson, CPA” to demonstrate her financial 


services credentials. 


Nowhere in Lisa’s LinkedIn professional headline is the 
name of her company, her role as CEO or her company, or 


anything like that. 
See the power and clarity of this approach? 


Lisa is 100 percent focused on quickly telling us who she 


serves and what services she provides to those audiences. 


Paul Delaney, one of my LinkedIn Riches 1-on-1 clients, is 


another great example. 
Here’s what his LinkedIn professional headline says: 


Wealth Management | Executive Compensation | 


Retirement Planning | Independent Financial Advice 
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You know immediately what type of services Paul provides, 
along with the fact that he’s courting an executive level 
audience around topics like executive compensation, wealth 
management and retirement planning. 

Also note Paul’s use of emojis in his headline. Like it or not, 
emojis have become part of our online lexicon and communication 
style, and deploying these types of visual cues in a zasteful fashion 


can help you stand out from the crowd on LinkedIn. 
Here’s how Paul’s profile looks on the LinkedIn desktop site: 


MorganStanley (a 


Deutsche Bank Buena Visi 


Home Entertait 


‘ 
WEALTH MANAGEMENT | EXECUTIVE C: 
FINANCIAL PLANNING | RETIREMEN] 


& esse Ul 


Paul Delaney, CFA - ‘st [fi 
Wealth Management & Executive Compensation © Retirement 
Planning “) Independent Financial Advice 

See how much those emojis help Paul’s professional headline 
“pop” visually on the platform? 

Here’s my 1-on-1 LinkedIn Riches client John Dedels, who, 
again, has a niche approach with his LinkedIn profile and 
headline: 
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7 
Technical WTl “raging N a 

Institute’ WORLDPAC Training institut te INS 

A AUTOMOTIVE RETAILERS ASSOCIATION | Training Manage 


nes 


i™ 


“ 


John Dedels - ‘st [fi 


Coaching + Training & Helping Automotive Repair & Service 
Businesses Increase Revenue, Grow Profits & Keep Top Talent 
Christina Lake, British Columbia, Canada - 500+ connections - 


You know within seconds of looking at John’s profile 
headline what services he provides (Coaching and Training), 
who it’s for (Automotive Repair & Service Businesses) along 
with the benefits zhey get (Increase Revenue, Grow Profits, 
Keep Top Talent) by working with him. 


See how crystal clear that is? 


Remember, you have mere seconds to capture someone's 
attention on LinkedIn. After all, there are 700 million people 
on this platform clamoring for their attention, and your 
prospect is only interested in connecting or looking deeper at 
your profile page if they can see how you can help them get 
what they want. 


So if your professional headline doesn’t immediately help 
someone understand (A) what you do and (B) who it’s for he 
or she is going to pass you by. 

Important tip: Make it simple (I mean, really simple!) in 
explaining what you do and who you serve. Avoid industry 


jargon or “inside baseball” terms from your industry. Make it 
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so plain and clear that even a knucklehead like me who wears 


popcorn buckets on his head can understand! 


With the speed prospects are skimming through LinkedIn 
profiles, invites and messages, you can’t afford to try and be 


cute (or complex) in sharing your headline with others. 


The Massive Personal Branding Mistake | 
Discovered From Studying 16,000 Linkedin Profiles 

I had no idea I was connected to such virtual greatness over 
on LinkedIn. 


Having recently spent a few days sorting through and 
organizing my 16,753 LinkedIn connections, I discovered I 
was connected to 115 “Masters,” 35 “Gurus,” 15 “Ninjas,” 5 


“Geniuses,” 3 “Rock Stars” and even a pair of “Sensei.” 


Yes, those are real terms and phrases people I’m connected 
to on LinkedIn use to describe themselves as part of their 


professional headline. 


To quote tennis great John McEnroe during an early 1980s 
on court meltdown at an umpire during Wimbledon, “You 


cannot be serious!” 


And, while ’'m making light of the examples above, they 
reveal what I believe is the “make or break” section of your 


entire effort on LinkedIn — your profile headline. 


Next to your photo, nothing matters more on LinkedIn than 
the profile title or headline you use to explain who you are, 
what you do and the audiences you serve. In fact, it follows 
you everywhere you go on the platform, always appearing 


right below your name and photo on the site. 
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Clever vs. Clear 

Yet far too many examples exist (in my own network, and 
likely in yours as well) of professionals trying to be “unique” 
or stand out from the crowd by writing clever or cute 
descriptions of a service they offer that also conveys a sense of 


authority, such as “Lead Generation Ninja.” 


In this example, of course, the person is offering Lead 
Generation as a service, and is claiming authority and 


expertise by calling himself a “Ninja.” 


In reality, calling yourself an expert (no matter how cool- 


sounding or hip the word choice) doesn’t actually make you one. 


We live in a “prove it” era of online marketing, one where 
talk is cheap. Instead, if you want to actually generate leads 
with LinkedIn, you must demonstrate expertise and authority 


through the content you create, the advice you give and so on. 


Yes, you can still leverage trusted authority markers like 
media appearances, awards you've won and so on, but those 


can be hard to jam into a 120 character LinkedIn profile 
headline. 


So, instead of trying to be clever with your LinkedIn 


headline, be clear instead. 


Dont overthink this — keep your LinkedIn profile headline 
simple and clear, remembering that we live in a hyper-fast, 
Google-ized world where people expect instant, easy and 


simple-to-digest information online. 


If you take this approach on LinkedIn and kick your inner 
Ninja and Guru self to the curb, you'll much better results on 


the world’s largest platform for professionals. 
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With Linkedin, The Riches Are In The Niches! 
Also, as I alluded to before, the more niche you can get 
with your approach on LinkedIn, the more successful you'll 


become. 


Pll show you later in this chapter how to appeal to multiple 
audiences or multiple niches on LinkedIn, so don’t worry that 


you're somehow going to have to limit yourself in the process. 


The key is making it clear, simple and fast for people to 
decipher who you are, the audience you serve and the product 


or service you provide. 


Think of your LinkedIn Professional Headline like the 
front door of your home or office. What does your welcome 
mat say? Who should enter? What type of place is this? Who 


hangs out in there? 


This is where defining your key audience (or audiences) 


comes into play. 


Remember: You can't succeed on LinkedIn trying to be 
everything to everyone. Instead, you must define a few niche, 


target audiences to appeal to, and then build outward from there. 


Your Linkedin Professional Headline =Laser-Focus! 
Consider the approach utilized by an early LinkedIn Riches 
student of mine, Karen Nierlich. 
As a Small Business owner, Karen does website design and 
optimization for businesses all over the country. One of her 


most popular client types is contractors and homebuilders. 


Karen quickly realized that when it came to LinkedIn, her 


profile could work well appealing to that niche audience. 
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Here’s her LinkedIn Professional Headline: 


Helping Residential Contractors Attract Architects & 
Homeowners | Contractor SEO WordPress Websites & Marketing 


Here’s how it looked on her profile page: 


Karen Nierlich tus 


V Helping Residential Contractors Attract Architects & Homeowners ¥ Contractor 
SEO WordPress Websites & Marketing 


San Francisco Bay Area Marketing and Advertising 


FULL ORBIT Wed and Marketing (New Name 2016) 
University of Caltornia, Berkeley 


Send a message View in Sales Navigator 500+ (1222) 


See how specific that is? Of course, Karen can (and ’m 
sure does) do websites for any type of business. But when 
it came to her presence on LinkedIn, she used it to appeal 
to a targeted, niche audience ... one that is eager to find 
a website vendor who understands them — their unique 
business challenges, time challenges, marketing needs, target 


audiences, etc. 


Why This Approach Works So Well on Linkedin 


When youre able to approach one specific type of audience 
and say, “Hey, all I do is help people just like you achieve this 
specific outcome by providing this type of service,” it becomes 


a much easier sale. 


People want to know you understand them and their 
industry, that you've had proven success with other 
professionals or businesses just like theirs, and that you can do 


the same thing for them as well. 


That is where the idea of appealing to niche audiences 


comes in. 
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John Nemo = Debt Collector? 


Back to my LinkedIn story for a moment. 


When I opened up my own marketing agency, Nemo 
Media Group, for business in late 2012, the best advice I got 
was to go niche. Instead of trying to be a marketing agency 
for anybody and everybody, I decided to pick out a specific 
audience to cater to, and made every single piece of marketing 
material I created all about how I could help people in that 


industry (debt collection) make more money. 


It wasn't like I'd decided this on a whim. Before working 
at the Minnesota Nurses Association, I was the PR Director 
for ACA International, an international trade association for 
credit and debt collection professionals. That meant I actually 
understood how the credit and debt collection industry 
worked (giving me an advantage over 99.9 percent of other 
marketing and PR agencies) and I also knew the people in 
this industry were being way underserved on the marketing 


side of things. 


The constant complaint I heard from debt collectors while 
at ACA and afterward was that nobody understood them or 
their industry. They'd hire a website designer or PR firm, but 
then had to spend more time trying to explain the countless 
nuances of the heavily regulated Accounts Receivable 
Management (ARM) industry than it was worth. Inevitably, 
the outside vendor trying to create press releases or website 
content just couldn’t grasp what to say and how to say it when 
it came to helping these collection agencies land new clients 


and add more revenue. 
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Enter Nemo Media Group! 


Now, there were only about 5,000 or so debt collection 
agencies in the entire United States when I started marketing 
to them on LinkedIn in November of 2012. 


Remember, this was the so/e audience I was going after with 


my new business. 


And most of these businesses were smaller, “mom and pop” 
agencies that didn’t have marketing budgets or money to 


spend on an outside vendor like me. 


But I knew there was money to be had, and I knew that 
almost all of these agencies needed marketing help — new 
websites, marketing videos, logos, content creation, PR 
services, RFP writing and design ... the list went on and 
on. While many couldn’t afford the rates I would charge, I 
reasoned there had to be plenty that would. 


So I set my LinkedIn profile up as The Debt Collection 
Marketing Guy. My entire corporate website was also all about 
debt collection marketing. I left no stone unturned. Every 
piece of content I created — blog posts, sales pages, press 
releases — talked about how I helped debt collection agencies add 


new clients and increase revenue. 


Once I started working my magic on LinkedIn, using the 
techniques I’m teaching you in this book, the dollars started 
rolling in. Our three boys started calling my laptop “The Money 
Machine” because I was always shouting after opening up my 
MacBook Pro to see another signed contract in my email inbox. 
The U.S. Mail truck also got renamed “The Money Truck” 


because it was dropping off checks several times a month! 
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It’s important to note that this wasn't some get rich quick 
scheme. I didn’t sit there in my underwear munching on 
Super Pretzels and magically making money on LinkedIn. 

I worked my face off. I created and gave away tons of free, 
high-quality content that was ultra useful and valuable to debt 
collection agency owners looking for advice on how to grow 
their business. I put in my time on LinkedIn, networking like 
crazy, doing my best not to sell or be pushy but instead to add 
value and give personalized, free marketing advice to anyone 


and everyone who asked. 


It didn’t take long for people to respond, and they quickly 


started seeking me out asking to do business. 


Your Linkedin Summary = First Impression 

If you want people seeking you out for business via 
LinkedIn, it’s critical that along with your profile photo, 
professional headline and a “client-facing” focus, you also get 
a pitch-perfect tone to your LinkedIn “About” or Summary 


section. 


After all, your LinkedIn “About” section is the first (and 
sometimes only) chance you have to impress prospects and 


visitors on your profile page. 


It’s critical that you get the tone and text of this area just 
right, so that it attracts your ideal audience of clients and 


potential customers. 


Now, instead of having to build your entire summary from 
scratch, wouldn't it be nice if someone already had a “fill in 


the blank” template you could use instead? 


Well, I know a guy! 
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Below is the exact template I use on my own LinkedIn 
profile, and the same one | share with paying members of my 


LinkedIn Riches Premium Training program. 


Before I share it, it’s important to understand the “how” 


and “why” of the way this template is structured. 


Once upon a time, my business coach told me a marketing 


truth I never forgot: A confused prospect never buys. 
In sales and marketing, Clarity is King. 


Especially here in the 21st Century, when our ultra- 
connected, always on, stream-of-consciousness scrolling 
through one social media profile and update after another 


gives marketers precious few seconds to grab our attention. 
LinkedIn is no different. 


With that in mind, let’s dive into my template for your 
LinkedIn Summary. 


We'll start with the very first sentence: 


WHAT I DO: I help [TARGET AUDIENCE] achieve 
[THEIR GOAL] by providing [PRODUCT/SERVICE]. 


See how simple and clear that is? 


Using that approach, the first sentence of your LinkedIn 
Summary instantly identifies your target audience, tells 
that audience how you help them achieve their goals or 
solve their problems, and it explains How you do it (the service 


or product you provide). 


You can watch this YouTube video (https://youtu.be/ 
CCDHRQgqhDEg) to see some examples of how LinkedIn 


Riches students of mine have utilized this template in the past. 
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In addition, here are a couple of examples from LinkedIn 


Riches students of mine using that “first sentence” template. 


WHAT WE DO: We make it easy to please co-workers, 
partners and clients with gorgeous and delicious desserts that 
make *you* look good. Our desserts will help you seal deals, keep 
your employees happy and nurture lasting business relationships. 
Its a beautiful thing! (Brennen Lukas, Whipped Bakeshop) 


WHAT I DO: I help growing consulting firms, Government 
Contractors and nonprofits improve profitability, increase 
capacity, improve cashflow, develop sustainability, ensure 


compliance and achieve a return on investment. (Lisa Anderson, 


CPA, Virtual CFO) 


WHAT I DO: I provide cloud hosting for IBM i (iSeries/AS400) 
users to lower their costs by 30%-70%; offer world-class IBM i 
expertise; manage their servers and backup; and deliver greater 
security, redundancy, and performance (Bob Losey, IBM Sales) 

WHAT I DO: I help technical experts in finance, technology 
and engineering get to grips with the world of interpersonal 
communication skills in order to win business, build better 
relationships and increase effectiveness. (Alison Kemp, Corporate 
Training and Coaching) 


See how clear those sentences are? How “client-facing” they are? 


Let’s keep going with the rest of the template. 


The “Fill in the Blank” Linkedin Summary Script 
Note that I use ALL CAPS for sections like “WHAT I DO” 

and “WHO I WORK WITH” to help those headers stand 

out on LinkedIn, which (as of this writing) doesn’t allow you 


to use bold or italic text on your profile page. 
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Copy and paste this script directly into the “Summary” 
area of your LinkedIn profile, and just fill in the blanks as I 


suggest below: 


WHAT I DO: I help [MY TARGET AUDIENCE] achieve 
[THEIR TOP GOAL] by providing [MY PRODUCT or 
SERVICE}. 


WHO I WORK WITH: I partner with [TARGET 
AUDIENCE or INDUSTRY TYPE] including: 


(INSERT BULLETED LIST OF JOB TITLES, 
INDUSTRY NAMES, etc.] 


WHY IT WORKS: When you partner with [MY 
COMPANY NAME] you get the most efficient, effective 
and affordable [PRODUCT or SERVICE] that [TARGET 
AUDIENCE] is looking for right now. 


WHAT MAKES [ME or US] DIFFERENT: [Answer that 
question! What makes you unique/different/better than similar 
vendors or competitors? XYZ years of experience? Certifications/ 
Patents/etc.? Personal, 1-on-1 attention and Customer Service/ 


Support?] 


WHAT OTHERS SAY: [COPY AND PASTE IN 2-3 
TESTIMONIALS IN THIS AREA. USE A REAL PERSON, 
FULL NAME, COMPANY NAME, ETC. AND EXPLAIN 
SPECIFIC VALUE/BENEFIT PERSON RECEIVED 
FROM YOU OR YOUR BUSINESS. ] 


HOW IT WORKS: [Explain Your process — we start with a 
free evaluation, we first meet via phone to discuss your needs, 


etc., or we perform XYZ services for you, etc.] 
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READY TO TALK? Reach out to me directly here on 
LinkedIn, email me at [EMAIL ADDRESS], visit us online at 
[WEBSITE URL] or call me direct at [PHONE NUMBER]. 


And there you have it. 


Now, let’s take a look at a few “full” profiles where LinkedIn 
Riches students of mine went out and filled in the blanks, so 


you can get an idea of how it looks when finished. 


First up is Melissa Thibodeaux, and notice how she 


integrates emoji icons to help her profile “pop” more visually: 


About 


WHAT | DO: | help Staffing Organizations THRIVE in a crowded marketplace, land & maintain large clients and attract top 
candidates by providing Operational & Sales Consulting, Coaching & Training services. 


| do it by leveraging over a decade of experience scaling staffing organizations that were at "near zero" in revenue to 
thriving, multi-million dollar operations, including managing projects for the biggest employers on the planet. 


& WHAT MAKES ME UNIQUE: As a star performer in the staffing industry, winning numerous awards and growing staffing 
operations into multi-million dollar powerhouses serving global employers like Boeing, KIA and Pepsi, | bring your agency 
the experience and insight that can ONLY be learned in the trenches. 


WHO | WORK WITH: | help local & regional sized staffing agencies develop foundations of excellence which evolve their 
organizations into well-oiled staffing machines. 


SERVICES | PROVIDE: As a Staffing Agency Consultant, Coach and Trainer, | help you to: 


I Analyze & Maximize Efficiency | Process Optimization - from the Bullpen to the Boardroom! 
# Scale Your Operation So You're Positioned To Land (And Maintain) Larger Clients & Projects 
Map & Manage Projects 

fA Utilize Social Media Staffing Secrets & Online Content to attract top Candidates AND Clients 
Manage Crisis & Stay Ahead of the Fires 

© Attract, Engage & Maintain Top Candidates 

© Coach, Develop and Deliver Training Content 


RESULTS 

WY Took an underperforming branch in Atlanta and grew revenue by more than 200 percent in 6 months to $15.6 million 
annually in 48 months. 

© Grew Florida Panhandle market by 365 percent, tripling revenue and headcount. 

@ MY WHY: "The greatest level of charitable giving above which there is no other, is to support your fellow man by 
finding employment for him, in order to strengthen his hand so that he will not need to be dependent on others." - 


Maimonides, Eight Levels of Charity. 


@: READY TO TALK? 
Connect with me here on LinkedIn and let's start with a quick conversation! 


Now look at Paul Delaney, and notice how he goes hyper- 


niche with his target audience: 
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About 


WHAT | DO: | help Research Triangle-based Business Development and Sales Executives in the Technology and Life 
Sciences industries invest more wisely, manage wealth more effectively and maximize Executive Compensation 
opportunities by providing a unique blend of independent financial, wealth management and retirement planning advice. 


WHAT MAKES ME DIFFERENT: From advising the U.S. Department of the Treasury to working as an Equity Research 
Analyst for Morgan Stanley to helping manage equity investments for the North Carolina retirement system, | have a 
unique insight into and understanding of the regional, national and global investing landscape. 


LOCAL FOCUS: Because I'm located here in the Research Triangle and am hyper-focused on serving a small, niche group 
of 1-on-1 clients, I'm able to leverage my 25 years of global financial experience at a local level, ensuring you get the best 
possible customer service and ROI when it comes to areas including Executive Compensation, Wealth Management, 
Retirement Planning and much more. 


SERVICES | PROVIDE: 

il Comprehensive Financial Planning 

® Executive Compensation Planning & Consultation - Stock Options, Restricted Stock (RSUs), Performance Stock 
(PSUs), Deferred Compensation Plans (DCP) 

tl Portfolio Management (Asset Allocation, Investment Selection, Tax-Efficient Asset Location, Risk Mitigation, Portfolio 
Rebalancing) 

2) Retirement Accounts — Corporate Sponsored (401k, DB Plans, Profit Sharing) 

‘ Personal Retirement Accounts (IRAs, SEP, Simple) 

-/ Employee Stock Ownership Plans (ESOPs) 

@ Estate Planning & Management 

Financial Planning | Financial Risk Management 

#8 Life Insurance Planning 

“> Risk Management (Property & Casualty, Personal Umbrella, Business Insurance) 

& Wealth Management | Wealth Preservation Planning 

-4 Stock Holding Requirements | Stock Management | Stock Market Analysis 


@ READY TO TALK? 
Connect with me here on Linkedin, visit me online at www.pauldelaney.com or give me a call at 919-228-6316. 


Finally we'll take a look at John Dedels: 
About 


WHAT | DO: I've spent the past 25+ years helping automotive repair and automotive service business owners, franchisees 
and managers increase revenue, grow profits and sharpen the critical business skills they need to be successful. 


& WHERE YOU'VE SEEN MY WORK: I've provided Business Coaching, Leadership and Business Skills and Business 
Development Training for automotive repair and service owners and managers across North America, including for: 


‘\. Midas 
& NAPA 
& Carquest 


@_ NICHE FOCUS: Having literally grown up in the automotive industry (| started working at my dad's auto dealership 
when | was 12), I've spent several decades hyper-focused on helping automotive clients from everyday shop owners to 
global brands like Midas and NAPA refine their business processes, sharpen their management skills and increase focus 
to generate the ROI (in both life and business!) they're looking for. 


iA WHAT MAKES US UNIQUE: At Horizon we've created a proprietary online dashboard that empowers automotive repair 
and service businesses, car dealerships and other industry members to track, monitor and adjust all aspects of your 
business on a daily basis. 


This enables you to know at any time your actual business performance compared to your targets and goals, and the 
software then provides your team with real-time actions, tips and online training materials to ensure you get back on track 
toward hitting your specific goals. 


In addition, we offer coaching, training and consulting services to ensure our clients increase revenues, grow profits and 
retain the very best technicians and employees in a very competitive space. 


“sx POWER OF THE PACK: We also develop and facilitate 20 Groups for automotive industry members who gather to share 
best practices, procedures and techniques in a non-competitive, accountable and transparent environment. 


\ READY TO TALK? 
Connect with me here on Linkedin or visit us online at https://horizontmg.com 
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Use the examples above to give yourself some inspiration 


and insight on how to utilize the template! 


A3 Minute Trick To Put Your Profile Over The Top! 
Having personally reviewed and rewritten hundreds LinkedIn 

profiles over the past few years, and having built a business 

around training others how to utilize the platform to generate 


business for themselves, I’ve learned something very important. 


Technology, the Internet and Social Media have become 
the great equalizers of our time. Today, anyone with enough 
creativity, passion and hustle can carve out a niche online 
and build a massive platform, generating scores of sales and 


revenue as a result. 


At the same time, more than ever, sales and business deals 
— especially on LinkedIn — are reverting back to a time long 


since forgotten. 


It’s a strange dichotomy, but one that you must understand 
(and apply) if you want to generate more business for yourself 


using LinkedIn. 


Best of all, the strategy I’m going to show you only takes 90 


seconds or so to execute once you have the pieces in place. 


The Secret to Generating More Business 
with Linkedin 

Before I explain what this method is, I need to share a 
common thread I’ve seen in reviewing hundreds of LinkedIn 


profiles over the past five years. 


The Small Business Owners, Coaches, Consultants, 


Trainers, Sales and Business Development Executives 
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generating the most business for themselves on LinkedIn are 
doing it the same way — by building out and showcasing their 


“personal brand” on the network. 


These professionals have figured out the fastest way to stand 
out from the competition and close a deal on LinkedIn is to 
replicate the face-to-face experience that is the cornerstone of sales 


transactions and business deals. 


Think about it. In real life, when you meet a prospect and 


make a sale, what happens? You talk to each other. 


You smile. You build a relationship. You feed off one 


another’s emotion and enthusiasm. 


You, as the person doing the selling, work as hard as you can 
to make sure the prospect feels like he or she knows, likes and 


trusts you before a sales pitch ever enters the conversation. 


While you can’t set up personal, face-to-face encounters 
with 700 million different LinkedIn members, you can make 
yourself more unique and showcase your personable, human 


side by adding video to your profile page. 


In fact, just a quick, 90 second long, “Welcome to My 
Profile!” video will do the trick. 


Here’s how it looks on your profile page: 


f—tea Search for people, jobs, companies, and more... Q 


WHAT OTHERS SAY: “The best copywriting teacher | know.” — Michael Hyatt, NYT Bestselling Author 


READY TO TALK? 
I'd love to connect with you here on Linkedin, or else drop me a line over at www.RayEdwards.com. 


VIDEO: Meet Ray Edwards! Visit Ray's Website! 
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As you can see, the video image or thumbnails you have on 
your LinkedIn Profile really “pop” visually, along with a title 
that reads something like “VIDEO: Meet Ray Edwards!” 


It’s an easy way for prospects viewing your page to click 
on the image of your smiling face and watch a video of you 
talking to them, 1-on-1, about who you are and what value/ 


benefit you can provide them. 


Adding Media To Your Linkedin Profile Page 
LinkedIn makes it easy to add media (images, videos, 
website links, podcasts and other content pieces) to your 
profile page. Of all the media types you can add, video is my 
favorite, because it’s the most personal and trust-building type 


of content you can create. 


Below are YouTube links to a few “Welcome To My 


LinkedIn Profile” videos you can draw some ideas from: 


Dan McKnight (Sales Professional) (Link - https://youtu. 
be/KGHPratSOEs) 


John Nemo (LinkedIn Trainer, Author and Speaker) (Link - 
https://youtu.be/ul5LiiYreGY) 


Why Video Matters So Much on Linkedin 

Adding video to your LinkedIn profile page is as simple 
as copying and pasting a YouTube or Vimeo URL over to 
LinkedIn while in the “Edit Profile” mode with your profile. 


Of course, creating a video to share can be a bit more 
complex. The good news is that technology has made it easier 
than ever to accomplish. For instance, almost all iPhones 


and iPads shoot high-quality (meaning 1080p or 4k) video, 
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and there are scores of affordable microphone and tripod 
accessories you can use with your Apple device if you need 


help on sound. 
(Note: Visit this page on my website - https:// 


linkedinriches.com/video-marketing-2/ - for information and 
links to all kinds of video-related equipment and tips.) 


Long story short, you don’t need a Hollywood-quality 
production team to create a good-looking, quality-sounding 
video of you sitting in your office or standing in a scenic 


outdoor location talking on camera. 


What to Put in Your LinkedIn Profile Video 


The content of your on-camera video is easy: Just replicate 


what you say to prospects in real life! 
Answer these types of questions on camera: 
Whats your name? 
What type of work do you do? 
What products or services do you offer? 
What audiences do you serve? 


Whats the biggest value or benefit customers get from using 


your products and services? 


What makes you unique or different when compared to your 


competitors? 
What do you enjoy doing outside of work? Hobbies? Family? 
Whats the next step if we want to talk more with you? 


(Again, view the video examples from this chapter to get a 


flavor for what people come up with over on LinkedIn.) 
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Just talk to the camera like you'd talk to a new prospect. Be 
conversational and relaxed. Do vot try to memorize lines or 
use a script. (It feels forced and comes across poorly in almost 
every instance.) Instead, a conversational, friendly tone that 


showcases your personality works best. 


Don’t Want to Be On Camera? Do This Instead. 

If you are not comfortable on camera, you can still make 
video a key part of your LinkedIn profile page. There are 
all sorts of videos you can make, from ultra simple, click- 
and-drag animated videos that look professional to screen 
recordings where you demonstrate your expertise to fun, 
movie-style trailers that you can make in just a few minutes 


using a program like Apple iMovie. 
With all that said, the best possible video type remains 


one where you are on camera, talking directly to a prospect 
and looking him or her in the eye. Text cannot replicate the 
emotion, passion and nonverbal signals you send to a prospect 


when they see you on camera! 


Video: Your Opportunity to Stand Out on Linkedin 
To be clear, you don’t have to have a video on your 

LinkedIn profile to be successful on the platform. You can 

still utilize the strategies in this book to generate tons of sales 


leads, clients and revenue for yourself. 


However, having a well-done video does make it easier by 
speeding up the entire “Know, Like and Trust” process you 
must take prospects through in order to sell your product or 


service on LinkedIn. (Or anywhere, for that matter.) 
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How to Address Multiple Audiences on Linkedin 
As we've already noted, one of the secrets behind a 

successful LinkedIn profile is getting as specific and niche 

as you possibly can with the services you offer and (more 


important) the audience you serve. 


But what happens when you serve more than one type 
of audience or buyer? What if you have several different 
industries or professions represented among your LinkedIn 


connections and followers? 


In short, how do you appeal to multiple audiences on 


LinkedIn using just one personal profile page? 
It’s acommon problem, and thankfully there’s an easy 


solution. 


Linkedin Tips: Watch and Learn! 


Watch this video (Link - https://johnnemopr.wistia.com/ 


medias/43ing9d1q8) to see an example where I walk through 


the exact approach you can take, and how it can look ona 


variety of different LinkedIn profiles. 


Aside from that, the overall idea is simple: Starting with 
your LinkedIn profile “About” section, you'll want to (A) 
Explain what it is your do and (B) Name a few of the key 


audiences you serve. 


For example, here’s an ideal way to lay out the top half of 
your LinkedIn profile’s “About” section so people know what 


youre all about and who you serve: 


WHAT I DO: I help [MY IDEAL AUDIENCES, NAME 
A FEW HERE] achieve [THEIR GOALS] by providing [MY 
PRODUCT OR SERVICE]. 


56 | LinkedIn Riches 


WHO I SERVE: 

-- [Audience TYPE 1] 

-- [Audience TYPE 2] 

-- [Audience TYPE 3] 

So a real-time example might look like this: 


WHAT I DO: I help everyone from Small Business Owners to 
Universities to Fortune 500 companies alleviate IT nightmares 
by providing proven, practical and cost-efficient IT solutions and 


consulting services. 

WHO I SERVE: 

-- Small Business Owners 

-- Trade Associations 

-- Schools and Universities 

-- IT Directors and Managers at medium-to-large sized 
companies 

-- Fortune 500 clients including 3M, Honeywell and others. 

You would then get into what makes you different or 
unique and the rest of what I call a “client-facing” LinkedIn 


profile, but you get the idea here in terms of how to identify 


and name your difference niche audiences right away. 


Linkedin Tips: Utilize the Experience Section to 
Highlight Your Different Businesses! 

Remember, your LinkedIn profile’s professional headline 
and “About” sections are limited in terms of the number of 
characters you can use. You can’t possibly dive deep into all 


of the different types of buyers, audiences and sales offerings 
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you provide in that limited space. You also won't have much 
room to identify and explain the different types of businesses 


or companies you run. 


An easy solution is to go under the “Experience” section of 
your LinkedIn profile and add in a new section that appeals 


to each specific audience you want to address. 


It doesn’t matter if you don’t have a separate company or job 
listing for each of these audiences — the key is that you add 
in separate “Experience” sections that appeal to each niche 
audience and use the types of keywords and descriptions those 
prospective customers would look for when finding someone 


like you on LinkedIn. 


For example, with my profile, I spend the majority of my 
LinkedIn title and summary area talking about my LinkedIn 
lead generation trainings and strategies. That’s the business 


I'm focused on right now. 


But lower in my profile, under the “Experience” section, I 
have separate “positions” (as LinkedIn calls them) listed for 
my other products & services: Debt Collection Marketing 
Consultant, Webinar Training Services, Content Marketing 


Services, Public Speaking and so on. 


The way LinkedIn’s database and Search functionality 
work, I can be “found” by different target audiences (Debt 
Collectors, for example, or perhaps organizations looking for a 
Webinar Trainer) because I have those extra listings — including 


keywords and “client-facing” descriptions — in my profile. 


This is a great way to flesh out and fully explain your specific 


service offerings to multiple audiences in multiple niches. 
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Again, just go under the “Experience” section while editing 
your LinkedIn profile and click “Add a new position” to make 
it happen. 


Just rinse and repeat that LinkedIn profile template I gave 
you, adding new audiences / services for each element as you 


expand your profile’s “Experience” listings. 


A Common Question: Should You Make Your 
Linkedin Connections Private? 
Next to deciding whether or not to purchase a premium 
version of LinkedIn (the short answer is, “Yes!”), perhaps 
the most-asked question I hear as a LinkedIn Trainer is 
this: “Should I make my first degree LinkedIn connections 
private? What if my competitors connect with me just to try and 
steal my connections?” 
Before giving my 
answer, I always end 
up flashing back to my 
freshman year of high 


school. 


Back then, the early 
late 1980s/early 1990s 
were in full swing, 
complete with rolled 


jeans and big bangs: 
In fact, I think 


I still have spots on my 
lungs from the ungodly 


amounts of “White 
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Rain” hairspray my older sisters used to get their bangs spiked 


to ski jump levels. 


Back in those days, I was in the midst of a full-blown, high 
school drama: The past couple of girls I'd been dating ended 
up meeting a friend of mine, liking him more and dumping 


me for my buddy. 


I remember sitting down in my dad’s home office, rocking 
back and forth in his green recliner and ranting about the 


situation. 


“How the heck am I supposed to stop this guy from stealing 
my girlfriends?” I half-asked, half-yelled. 


My dad just smiled. 


“John, when you find one who really likes you and cares 
about you, youre not going to have to worry about this guy 


or anybody else,” he said. “Real love doesn’t work like that.” 


If Your Connections Truly Love You, Why Be Afraid? 

I’ve always remembered that analogy when it comes to 
worrying about a competitor “stealing” or “poaching” my 
clients, connections or customers here on LinkedIn or 


anywhere else. 


If I do my job and deliver an incredible product or service, 
and if I treat my customers and clients like rock stars, I 


shouldn't have to worry about losing them to the competition. 


That’s why personal, 1-on-1 marketing and client 


interaction works so well on a platform like LinkedIn. 


Being able to create social bonds and friendships that go 


beyond a simple product or service exchange not only make 
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doing business more fun, but also help customers think twice 
about leaving given that they genuinely /ike you and/or your 
company. 

Of course, if you're in a purely transaction-based situation, 
where your customers are only using your product or service 
because of price or something similar, it becomes harder not 
to lose them to competitors when someone offering the same 


service or product comes along and tries to poach them. 


Thats why, whenever possible, you want to make sure youve not 


competing on price. 


Price is only an issue in the absence of value! 
Here’s an example: J gladly pay more for a smartphone than I 


need to. 


But because of the work Apple has done to make the iPhone 
unique, and because I’ve spent years getting indoctrinated 
into the Apple ecosystem and using so many of its products, 

I feel a loyalty and passion for Apple that makes Samsung or 


other competitor phones seem like cheap junk by comparison. 


I’m not interested in leaving Apple for a cheaper alternative 
... Llove my Apple gadgets and gizmos too much to even 


think of “cheating” on them. 


Of course, if a garbage hauler knocks on my door and offers 


to save me $10.00 per month on trash pickup, I’m all ears. 


In that case, I’m only concerned about price — I don’t know 
the people who pick up my garbage, they don’t make an effort 
to know me or ask what I think or care about, and garbage 
pickup is garbage pickup, so for me it’s easy to leave them 


when a better offer comes along. 
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I don’t know what situation youre in on LinkedIn, but 
I wouldn't sweat a competitor “stealing” your connections 
unless you work in an industry that has top-secret client lists 


or something like that. 


The Solution: Make Your Product or Service Better! 
Otherwise, work on making your product/service the best it 
can be, treat your customers like you'd treat a beloved family 


member, and you'll be fine. 


As an added benefit, those happy customers will go out and 
recruit more people to your side ... along with rebuffing the 


offers of other suitors. 


Additional Resource — Free Video Training: How To 
Create a Killer Linkedin Profile! 

We've covered quite a bit of ground in this section when it 
comes to creating a client-attracting, lead-generating LinkedIn 


profile. 


But there’s even more to share! Additionally, if you want 
to make it easy to apply what youre learning along with 
discovering additional tips and strategies, use this link to 
access my free “How To Create a Killer LinkedIn Profile!” 


video training series. 


Here’s a link to the free video training series - https:// 


linkedinriches.com/profile/ 


Either way, before you move on to the next part of this 
book, make sure you take your time and put in the work on 


your LinkedIn profile page. 
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Your LinkedIn profile is the foundation for everything that 


will follow, so don't shortchange your efforts as you build it! 


FREE VIDEO TRAINING: How To Create a Client 
Attracting, Lead Generating LinkedIn Profile! 


SEND ME THE VIDEOS! 


c 


Linked in 


How to Create a Killer LinkedIn Profile! 


Free Video Training Shows You: 
2 The #1 Critical Branding Mistake to Avoid 
<2 18 Words That Make (or Break!) Your Profile 


2 The Secret to Creating a Client-Attracting 
Summary 


2 3 Key Questions Your Profile MUST Answer 
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SECTION 2 


Prospects: 


How to Instantly Locate, 
Engage and Sell to Your Ideal 
Prospects on LinkedIn 


= onto our kitchen floor, shaking and crying. 
I'd just been unexpectedly fired from the highest-paying 


job I'd ever had. To make matters worse, my wife and I had 
three young boys under the age of five, and it was the height 
of the 2008-09 U.S. economic recession. (The unemployment 
rate had just jumped to over 9 percent, the highest it had 


been in almost 30 years.) 


Less than five days later, thanks in large part to how Id set 
up my LinkedIn profile, I had two new job offers. 


I accepted one of them and started a new job where I 
actually made $15,000 more in base salary than I had at my 


previous job. 
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To recap: I got fired at the height of the 2008-09 recession. I 
turned to LinkedIn. I got two new job offers. I took a new job, 
got a $15k raise and never looked back. All in five days. 


That was the first time I realized the true power of the 


world’s largest social networking platform for professionals. 


We're All Selling Something 

Back in 2008, I wasn’t selling a product or service. Rather, I 
was pitching myse/f—as a potential employee. 

That really opened my eyes to this truth: A/ of 'us are selling 
something. It might be ourselves, it might be our company, 
it might be our opinion, it might be our product or service. 
It might be where we want our spouse to take us for dinner 


Friday night. But we're a/ways selling. 


How To Sell on Linkedin 


Now, before I get into the execution phase of how to find, 
engage and sell to your ideal audience on LinkedIn, we need 


to cover some strategy. 


Here’s why: There is a SPECIFIC formula you MUST 


follow to be successful when it comes to selling on LinkedIn. 


Now, I can show you where the prospects are. I can show 
you how to find thousands of your ideal customers on 
LinkedIn, all in one place, how to engage with all of them — 


even send them direct, 1-on-1 messages — for free. 


I can even show you incredible tools and methods that 
help you tag, sort, organize and send personalized, 1-on-1 
LinkedIn invitations and follow-up messages to your ideal 


prospects on autopilot, saving you countless hours and energy. 
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But all those tools and techniques are worthless if you don’t 
understand the psychology of LinkedIn and how to sell on the 
platform. 


So we need to start there. 


The Truth About Linkedin and Lead Generation 
John Michael Morgan, my mentor and business coach, has 
a great line: “You don't ask somebody to marry you the first 


time you meet him or her.” 


So why do we do it when trying to sell someone we've just 


met on LinkedIn a product or service? 


It’s the single biggest mistake I used to make on LinkedIn, 
and I still see far too many professionals doing the same thing 


day after day. 
Why is this happening? 
I think it happens for a few different reasons. 


First, we fail to see prospects as people. People who, like 
anyone else, need to Know, Like and Trust us before they give 


us their time and attention, let alone open their wallet. 


Second, we get desperate. We need to make a sale, hit a quota 
or simply find some income to pay bills every month. So we 
resort to desperate tactics, like the “spray and pray” method of 
just blasting anyone within earshot our sales pitches, in hopes 
we land something — anything — to help stop the financial 
bleeding. 


Third, we get lazy. We see others claiming to have success 
using over-the-top, pushy sales methods, so we try it, too. We 


add new connections to our email lists without asking their 
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permission or inviting them to opt-in on their own. We blast 
out blatant sales pitches or copy-and-paste the same message 
to hundreds of people with no context, trust or previous 


connection in place. 


Pll admit it — I’ve been guilty of everything I just 
mentioned. And, I can report without hesitation, those 


methods don’t work! 


Sure, you might snag a quick sale or two, but you aren't 
building any type of meaningful connection or value with 


your new customer. 


The New Reality: Stop Selling. Start Helping. 


Here’s what I’ve learned to do instead. 


I see prospects as people. 1 get to know them. I listen to them. 
I ask questions about non-work stuff. I answer their questions 
without asking for anything in return. I joke around about 
non-work events and news I know they’re interested in. 
We have fun. We build a relationship. I send them valuable 
information — tips and strategies that they can use to get 
immediate, quick wins making sales or generating more leads 


on LinkedIn — without asking for anything in return. 


I get confident. If Ym willing to slash my prices or make 
exceptions just to land one sale, that person immediately 
knows I’m not the real deal. They know I don’t value my 
product or time as much as I say I do. Instead of being 
desperate, I make it clear — my time is worth this much per 
hour. My training program is priced at this amount. And I 
can be confident in that because I have the social proof and 


success stories to back it up. Even though, in my case, with 
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my LinkedIn Riches Premium Training program, my product 
is digital, and what I’m selling is knowledge, that doesn’t 


mean I should devalue it just to make a quick sale. 


I get serious and do the work. | don't ask for someone’s time or 
attention. / earn it. The way it works online is simple — I have 
to provide you value first, and then my “ask” of you has to be in 


direct proportion to the value I’ve provided. 


For example, maybe you enjoyed a blog post of mine that 
featured a great LinkedIn tip. A proportionate “ask” can be 
suggesting you join my email list to get more of the same free 
tips sent your way. Or maybe jump on a free webinar for more 


training. Or grab a free eBook on the topic. 


I focus on their goals, not mine. \ present my information in 
a way that helps my ideal prospect or customer see how this 
particular piece of content can help them achieve one of their 


goals or solve one of their problems. 


Im passionate about what I do. \ love telling stories, I love 
inspiring people, and I love knowing in my heart I can bring 
more value to people’s lives by teaching them how to use 


LinkedIn to get more business. 


Here's why: I know that if people get more business from 
LinkedIn because of what I’m showing them, it’s going to help 
them make more money in less time, and that in turn will give 
them more time to do what they love and have a better life — to 


travel more, get more family time ... whatever that might be. 


See that? I came back around to helping others. I don’t 
see my products or services as transactional. I see them as 


transformational. 
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You need to as well! 


Figure out what problem your product or service solves 
AND how it can improve someone’s life as a result. (Even if 


it’s in a small or seemingly insignificant way.) 


Next, get excited about that! Let it permeate every 


interaction you have with people on LinkedIn and elsewhere. 
Remember: People respond to passion and enthusiasm. 


After all, if you're not excited about what youre selling, why 


should I be? 


Most important, take the time to put in real work and earn 


the right to pitch people. 


Create valuable free trainings, content, talks, how-to videos, 
presentations ... anything that will help your ideal customer 


achieve his or her goals. 


Note - if you need tips, scripts and templates on how to 
create content that converts prospects into paying customers, 
I have a whole separate book and online training course called 


Content Marketing Machine. 


You can start by grabbing a free digital copy 
of my bestselling book Content Marketing 


Made Easy at this link - https:// 


contentmarketingmachine.com/ 


Also, as I show you in Content 


Marketing Made Easy, you need 


wee to do all this in a way that is 
x : bo 
‘ engaging and entertaining — I 
[ wz call it “info-tainment.” 
Z 
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We're all human, and we all enjoy being entertained while 
we learn. As you've already learned reading this book, I 
use 1980s pop culture references and even invoke Vanilla 
Ice(!) to convey key points during my LinkedIn trainings and 


webinars. 


Stop taking yourself so seriously and do the same thing. Not 
only will people enjoy your presentation and content more ... 


they'll also remember you. 
The biggest sin in marketing is to be boring. 
So don't be! 


Now, it’s not always easy, but it’s effective. 


How To Find Your Ideal Prospects on Linkedin 
Now that you have a basic understanding of the psychology 
and strategy you need to apply when selling on LinkedIn, let’s 


go find you some prospects! 


The fastest, easiest and most efficient way to do this is using 


LinkedIn’s powerful internal search engine. 


With 700 million members as of this writing, and with two 
new members joining the site every second, LinkedIn has an 
incredible database of professionals worldwide for you to tap 


into. 


Think of it like this: LinkedIn has this huge, powerful 
search engine (just like Google or Bing) built right into its 
platform. That means you can type in certain keywords (like a 
job title, for example) and instantly find individuals, groups, 
companies, job openings and more (even content or posts!) 


related to it. 
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For the purposes of this book, I want to focus on the people you 
can find on LinkedIn. The strategy here is simple — identify who 
your ideal customer or client is, and then search for him or her 


inside of LinkedIn. 
Typically, this takes the form of a job title, but LinkedIn’s 


search engine also lets you filter search results by location, 
industry type, company name, company size & number of 
employees, annual revenue, if someone changed jobs recently, 
where someone went to school or university and numerous other 
factors. How many search filters you get access to depends on 


what type of LinkedIn account you have. 


Truth be told, if you want access to more than a few basic 
search filters, you need to pay for a premium LinkedIn account. 
There are a few different options, but the one I recommend 
(as of this writing) to my clients and students is LinkedIn Sales 
Navigator. 


When you consider how much information LinkedIn has on 
each individual member, it makes sense why the site’s internal 
search engine is so powerful. Better yet, all that personal 
information on each member makes your job far easier when 
engaging and building a personal relationship with each prospect. 
(More on that in a bit.) 


Because this is a book, and because LinkedIn is an ever- 
changing digital platform, I’m not going to dive into great detail 
on these pages of how to use LinkedIn’s various search features. 

Instead, I've put together several step-by-step training videos 


in the LinkedIn Riches Book Bonus area at http://www. 
LinkedInRiches.com/Bonus. 
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Important: Use Your Linkedin Invitations Wisely! 
Remember, the key to success on LinkedIn is personalized, 


1-on-1 marketing. 
It is not about volume. 
It 7s about quality. 


Make sure you put some thought into the process, 
considering questions like: Ave these my ideal, targeted 
prospects? Do I have a client-attracting LinkedIn profile in 
place? Am I sending a personalized invite to connect? Do I have 
a follow-up plan in place for 1-on-1, personalized messages I can 


use once that new prospect accepts my invitation? 


It takes some thought and planning to set up, but once 
you do have a sales funnel in place on LinkedIn, you can 
generate some impressive results in a very short amount 


of time. 


Is Your Linkedin Profile Client-Ready? 
With that said, I can’t stress this point enough: If you haven't 
already, make sure your personal LinkedIn profile is in tip-top 


shape before you start funneling prospects your way. 


Otherwise, it’s like inviting important people over to 
your home for a visit but neglecting to clean the house 
first. Remember, you only get one chance to make a first 


impression! 


The 5 Step Strategy to Selling on Linkedin 
While there is a lot of nuance and thought that goes into 
the process, in essence there are five simple steps you can use 


to sell your product or service on LinkedIn: 
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1. Find your ideal prospects. 

2. Invite them to Connect. 

3. Build a Relationship. Find out what they need help with, etc. 

4, Demonstrate Your Expertise or Value BEFORE asking 

for anything. 

5. Ask for the Sale. 

If you follow that simple strategy, you'll find that prospects 
(A) Want to connect with you, (B) Want to hear from you — 
assuming the first thing you send isn’t a sales pitch — and (C) 
Will purchase from you after you've built up enough trust to 


earn the sale. 


The Power Of Personalized, 1-on-1 Marketing 
While shortcuts and automation are great, nothing replaces 
personalized, 1-on-1 marketing when it comes to selling well 
on LinkedIn. 
At the end of the day, again, selling is relational. People have 


to Know, Like and Trust you before they'll buy from you. 


And while I’m all for funneling as many qualified prospects 
as I can into my LinkedIn inbox as quickly as possible, I still 
need to find time to build relationships with as many of those 


targeted prospects as possible. 


Thankfully, LinkedIn makes this easy to do. 


Going “Big Brother” on Linkedin 
LinkedIn, in essence, is like “Big Brother” — it knows 


everything about everyone. 


For instance, LinkedIn knows where you live, what frat you 
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pledged during college, what your favorite hobbies are away 
from the office, the exact day you got married, what year you 


graduated high school and much more. 
Creepy? Sure. 
Marketing gold? Absolutely! 


Imagine being on the floor at a trade show or convention, 
and having an assistant walking next to you, flipping open a 


notebook as you walk toward a stranger several feet away. 


“Okay, this is Bill Smith,” your assistant whispers as 
you approach the man. “Lives in Tampa, Florida, went to 
college at Notre Dame, works as the CEO for an IT startup 
headquartered in Dallas. He volunteers in Big Brothers Big 
Sisters, loves spending time with his 3 daughters and has a 
dog named Sally. Oh yeah, and his favorite baseball team is 
the New York Yankees.” 


Before you even met Bill, youd be primed with several ice- 
breakers or conversation starters. Instead of playing Twenty 
Questions to get to know Bill, and trying to remember all 
his answers, youd have everything in one place, attached to 
Bill no matter where he went on the floor. Even better, Bill’s 
information would get updated regularly, so if he changed a 


job or moved to a different city, youd know it right away. 


This is what LinkedIn does! It delivers you oodles of 
information (professional and personal) on each and every 
person you come across on the platform. That might vary, 
of course, depending on how much a person has filled out 
his or her profile, but either way youre able to come into a 


“cold” conversation armed with several different personalized 
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nuggets you can put into a LinkedIn invitation or 1-on-1 


message. 


Here’s an example of how I'd phrase a LinkedIn invitation 


to “Bill” from the example above: 


“Hey Bill — came across your profile here on LinkedIn and 
would love to connect. Although, being a Red Sox fan, you 
might not WANT to accept my invite! LOL. — John Nemo” 


I guarantee you, Bill will be intrigued and amused by that 
invite. 
Being a sports fanatic, I always go with that type of 


conversation starter, because I’m well-versed in that area. 


You could have just as easily asked Bill about the weather 
in Florida, noted that you love Big Brothers Big Sisters too or 
asked what breed of dog “Sally” is. 


Either way, youd capture his attention and make your 
invitation stand out from the crowd. I can promise you that 
“Bill” is now curious about you, and is very likely to not only 
accept your invite, but immediately go over and visit your 


LinkedIn profile. 


And, because you've done your homework and created a 
client-facing profile page, Bill is going to get excited when he 
reads how you help CEOs of IT startups achieve the type of 


benefits he himself wants once they partner with you. 


See how this works? 


Linkedin Invitations: Get Personal! 
This approach never fails, because if there’s one thing we all 


love talking about, it’s ourselves! 
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Ask me about life here in Minnesota and [ll talk your ear 


off for 30 minutes. 


Bring up Pearl Jam and the brilliance of Eddie Vedder and 
we'll become best friends. 

Ask me about Rosie the Dog and I'll immediately begin 
regaling you with stories about our goofy Wheaten Terrier’s 


latest antics. 


Case in point: 


Even if I do all the talking, and you just listen, studies have 
shown that I will leave the conversation saying, “Wow, I really 
enjoyed that, what a great person to talk to, we'll have to do it 
again!” 

By the way, all of those interests I just mentioned can be 
found via a quick scan of my public LinkedIn profile. It’s 
not rocket science to figure out how you can strike up a 


conversation and create a relationship, is it? 


Take a look at some examples below that I pulled from just 


one public LinkedIn profile: 
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4 Education 


University of Alabama 


BS, Marketing — > 


1969 — 1973 


Activities and Societies: Tau Epsilon Phi 


University of Florida 


business marketing a ce 


1969 - 1970 Pt 


Activities and Societies: Tau Epsilon Phi 


Mountain Brook High School 
1967 — 1969 


IN Organizations 


Additional Organizations 


Better Business Bureau, American Collectors Association, International, Birmingham Area Chamber of 
Commerce, Vision Benchmark group, Jewish Community Center, National Speakers Association 


al Additional Info 


Interests 


golf, jogging, tennis, University of Alabama sports 


Personal Details 


Birthday November 5 
Marital Status Married 


From that one profile alone, I can immediately strike up 
a conversation with this prospect about everything from his 
love for the University of Alabama sports (Roll, Tide!) to his 
college fraternity to his wedding anniversary and community- 


based organizations he’s interested in. 


I'm not suggesting we get creepy or act like online stalkers, 
but rather utilize this prime personal information to put 


prospects at ease and lay the groundwork for a relationship 
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that makes us likable, memorable and enjoyable to interact 
with on LinkedIn. 


Also, when I ask someone about his or her hobbies, passions 
and interests outside of work, it helps build a relationship and 
context around something important to them, which again 


helps me stand out in their memory and stay front of mind. 


For instance, if I know a prospect loves Alabama’s college 
football team, I can make it a habit on Monday mornings 
to drop him a quick note on LinkedIn talking about the 
outcome of Saturday's big game and his thoughts on the 


Crimson Tide’s performance. 


That football game (which I know my prospects cares 
about!) gives me an excuse to stay in front of my prospect, 
week after week, without being sales-y or spamming him with 


requests to meet or take up hours proposing business deals. 


If I’m organized, I can utilize some of the built-in tools 
LinkedIn offers right on the platform to send myself 
reminders and keep notes on each prospect, right on his or 
her own profile page. That way, anytime I want to check in, 
I can visit his or her profile page, see if anything is new, and 


also review my notes from our last interaction. 


How a 60 second YouTube Video got me a $10,000 
marketing contract 

One of my favorite examples of this involves what I call 
“Send it in, Jerome!” 

Here’s the story. Back when I was building up Nemo Media 
Group in 2012, I came across the profile of a debt collection 


agency executive I wanted to connect with and (hopefully) sell 


Section 2: Prospects | 79 


some of my marketing services to at some point in the future. 


Before I invited him to connect, I spent about 14 seconds 
looking over his LinkedIn profile. I noticed he went to the 
University of Pittsburgh and graduated during the 1980s. As 
noted earlier, I’m a Auge sports fan, and I remember the Pitt 
Panthers being great in football (with Dan Marino) in the 
early 1980s. 


T also recall Pitt having a nice run in college hoops during 
the mid-to-late 1980s, with Jerome Lane, Sean Miller, Charles 
Smith and others. And of course, the seminal moment in Pitt 


Panthers basketball history also happened around 1988 or so. 


“Send it in, Jerome! Send it in!” 

It was a home game, and Pittsburgh got a rebound and 
moved down the court on a fast break. Sean Miller, the 
Panthers’ point guard, dribbled toward the other team’s basket 
while his tall, athletic teammate Jerome Lane streaked down 


the sideline. 


Miller fed his teammate a pass in perfect stride. And Jerome 
Lane took the ball, skied toward the rim and threw down 
such a thunderous dunk that the glass backboard literally 
exploded into thousands of tiny shards! 


(Google “Send it in Jerome” and you'll see what I’m talking 


about.) 


The whole arena went bonkers — I swear my TV screen 
started shaking from the vibrations inside that building — and 
longtime TV color commentator Bill Rafferty shouted what 
would became one of his most famous exclamations: “Send it 


in, Jerome! Send it in!” 
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You don’t see that happen every day. So, even though I was 
14 or so at the time, I’ve always remembered “Send it in, 


Jerome!” 


Flash forward about 25 years later. I was reaching out to 
this prospect on LinkedIn who had attended Pittsburgh 
during these glory days of the 1980s. As a result, I decided 
to personalize my invite by playing up the Pittsburgh sports 
angle. Keep in mind, I had NO IDEA if this guy was a 
sports fan or not — I just figured it was worth a shot trying to 
connect a passion of mine (sports) with a thread of his story 


(his time as a student at Pitt). 


By taking 14 seconds to scan this prospect’s profile and 
personalize my invitation, I got a near instant response from 
the guy: 

“Oh, man, you brought back the memories! | actually 
played varsity soccer at Pitt, and Dan Marino was one of the 
guys who helped recruit me on my campus visit! And hey, I 
was curious, so I looked at your profile, and we actually are 
looking for someone to help us market our collection agency. 


When do you have time for a call?” 


I responded back with the times I was available for a call, 
and then ended my note with, “Okay, I have to ask, given the 
years you were at Pitt, do you remember THIS?” And then I 
pasted in a link to the YouTube video of “Send it in, Jerome!” 


Again, I got a reply right away: I was at that game! You cant 
believe what it was like inside the arena! The whole place was 
shaking. Oh man, what a memory. And hey, lets talk at 9:30 
a.m. on Thursday. Can't wait! 
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A couple of phone calls later, I had $10,000 in business 
secured. Months later, I was doing an internal survey of 
clients to find out why they'd chosen Nemo Media Group. 
When I got to this client, he told me it wasn’t my website, 


sales pages or marketing materials that sold him on us. 


“You want to know what it was?” he told me. “Honestly, it 
was, ‘Send it in, Jerome!’ Man, I must have shared that video 
with everybody at the office. I just knew we'd hit it off, that 
youd be a fun guy to work with, and you obviously knew 
how to personalize your marketing messages. Everybody was 
really impressed. Once we checked out your profile and your 


work samples, it was a no-brainer.” 


If you get nothing else from this story (other than a classic 
college basketball highlight), remember this: We want to do 


business with people we know, like and trust. 


Let me repeat that: We want to do business with people we 


know, like and trust! 


By doing 14 seconds of research and trying to appeal to a 
personal, non-work passion of my LinkedIn prospect, I landed a 
$10,000 marketing contract. It’s no different than how vendors 


work the room at trade shows and open bars and parties. 


At the end of the day, we are still human beings. We still 
gravitate toward choosing people we know, like and trust to do 
business with. Even if they don’t have the flashiest product or the 
best pricing, there is a relationship there. Also, it’s much harder to 
stop doing business with someone you consider a friend than it 
is with a cell phone company that routes you to a call center in 


foreign country every time you need customer service. 
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Relationships matter. And I can’t think of a faster and 
easier way to scale that 1-to-1, humanized marketing 
approach than on LinkedIn. Getting to know my clients, 
and actually caring about them as human beings is not only 
good for business, but it’s also the right way to live my life. 


Wouldn't you agree? 


Transparency on Linkedin = Going “Dr. Phil” vs. 
Being Human 
Okay, dear reader, here goes: [im not perfect. 


I suffered some painful childhood abuse growing up. I take 
medication for depression and anxiety. I’ve struggled with 


overeating and excess weight for most of my life. 


And when I disclose this to clients and customers ... it often 
leads to some of the highest quality, longest-lasting and most 


lucrative business relationships I’ve ever had! 


Here’s why: When I risk the right amount of vulnerability, 
transparency and honesty in dealing with clients and 
prospects, it offers up an important opportunity to bond that 
goes beyond doing business together. It also helps people 


to know, like and trust me. 


Now, notice I said “the right amount” of sharing. Because 
if you approach a client call or interaction like an episode 
of Oprah or Dr. Phil, cutting open a vein about your life 
issues, you will turn people off in a hurry and scare them 
away. I always try to err on the side of being honest or 


vulnerable without being dramatic or going into gory detail. 


Also, it doesn’t have to be heavy issues. For example, since 


I work from home, I’m often in the midst of madness with 
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our three young boys and Rosie the dog running around. My 
biggest client called the other day and started the conversion 
with, “What are you up to right now, John?” 


“Well, I’m sitting at the kitchen table helping my five-year- 
old write a story about a talking penguin for his homework 
assignment,” I said, laughing. “You asked what I was 


doing right now, so...” 


Now, I know this client has a couple of young kids, so 
he can relate to exactly what I’m talking about. I probably 
wouldn't have said the same thing to a client without a family 


or young kids, but you get the idea. 
It might feel like a HUGE risk to take this approach in 


how you do business and interact with clients. (And to 
some degree it is!) But what I’ve found is that doing this 
actually attracts the type of people I want to work with 
as clients, and it builds long-lasting, lucrative business 


relationships as a result. 


So what does all of this have to do with generating leads 
and using LinkedIn to do business? Everything! Remember, 
LinkedIn is a social network, and I can’t put into words how 
important humanized, 1-on-1 marketing is when it comes to 


LinkedIn. 


Here’s an example of how I took a 
personal story, tied it to a business lesson 
and saw incredible engagement on 


LinkedIn as a result: 


In this image, I was around 7 years old. 


How can I look at that boy and think 
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ANY of the abuse that happened to him was his fault, or that 
I should hate him for not being able to protect himself or 


meet his own needs for love, intimacy, affection, safety, etc.? 


Now, as a 43 year old, I have the opportunity to try and 
integrate with and heal those younger parts of myself and my 
heart. 


I can stop hating (and start loving) that little boy inside me. 
So, how does any of this relate to business? 


As my business coach says, “Income improvement follows 


self-improvement.” 
We cannot outperform our self-image. 


If I don’t work on my internal “stuff,” I won't be as 


successful as I want to in business ... not to mention life! 
Have you found that to be true in your own experience? 


If you have a thought, feel free to share in the comments! 


Content That Matters 

The words you just read are from a short, powerful post I 
shared on LinkedIn that ended up generating thousands of 
views, dozens of likes and scores of comments in a very short 


period of time: 


Note how I used a personal story (my childhood abuse) 
to illustrate a key business lesson (the importance of your 


mindset and emotional health). 


Therein lies the lesson of magnetic content on LinkedIn 
- mixing your own personal (and powerful) story with 


important lessons or tips your audience will benefit from. 
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Why acting like a7 year old will get you 
more customers 

“To be nobody but yourself in a world which is doing its best, 
night and day, to make you everybody else means to fight the 
hardest battle which any human being can fight; and never stop 
fighting.” — EE. Cummings 

The electric train streaks along the model railroad track, 


puffing along at an impressive pace. 


“The Union Pacific Big Boy!” my son Bailey shouts, 
running alongside the replica steam engine as it pulls dozens 
of cars along the track, heading into a dark tunnel running 


under the middle of a large, man-made mountain. 


Inside the Twin Cities Model Railroad Museum, I glance 
around and see scores of young boys ... and most are 
toddlers. Diapers, drooling, tantrums ... all the familiar signs 


of early boyhood are evident. 


Bailey, however, is 7 years old, and it becomes more obvious 
each time we visit that he’s the oldest boy in the building. 
(Not counting the gray-haired men reliving their 1950s 
childhood hobby, of course.) 


Isnt he supposed to have grown out of this phase? | ask myself 
while Bailey plays with the toy trains. lst he too old for this 
type of activity? Shouldnt he be falling into line with what most 
boys his age enjoy doing? 

And then it dawns on me — as long as I don’t screw it 
up, my son is going to have a long and successful career in 


business and a happy life. 
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The reason is, Bailey has not yet been steered or shamed 
into becoming someone he isn’t. 

And while “fitting in” and “going with the flow” helps you 
navigate the often-cruel social stratosphere of grade school and 


high school, it’s a death knell in the 21% Century business world. 


“The feeling of not wanting to be noticed is prehistoric,” 
Bestselling Author and Speaker Seth Godin noted in an 
interview. “What has happened, in the last twenty years in 
particular, is that the only people who are achieving their 
dreams, the only people who are creating value, the only 
people who are being fairly compensated, are the ones who 


have figured out how to stand out. 


“We are all connected now. With one click, I can find 
someone cheaper than you are. With just a quick search, 
I can find a blog more interesting than yours (not you in 
particular). What we see is that attention and surplus and 
revenue and profit and influence all go to the people who are 
doing work worth doing, and those of us who try to fit in are 
going to get less and less and less of what we used to be able 


to obtain.” 


Think about how many people cross your computer screen 
or mobile phone on a daily basis via LinkedIn. How many 
of those professionals are memorable? How many stand out? 


How many can you attach a “hook” to? 


As a freshman at his New Jersey high school, Gary 
Vaynerchuk was so scrawny that a bully in the hall once 
shoved him up against a locker and said, “This is high school, 


not Kindergarten.” 
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Vaynerchuk went on to become an International Bestselling 
Author, Speaker and Entrepreneur, in large part because of his 
refusal to tone down his outgoing, passionate personality in 


order to “fit in” and not attract attention to himself. 


He credits a large part of his ability to risk “standing out” 
to the enormous amount of love and self-esteem bestowed 


on him by his mother, who loved him as he was and not as he 


should be. 


Being Unique = Big Benefits 
Here's the good news: If you finally decide to just be yourself, 
and to share more of who you are on your LinkedIn profile and 


elsewhere online, you'll be amazed at what happens. 


First, you'll start attracting people who want to work with you 
or buy from you. Customers want to work with someone they 
Know, Like and Trust. If you put more of your personality into 
your professional life, you become much more memorable and 


likable to potential clients. 


Sure, you'll also repel some people in the process, but who 


wants to work with those stiffs, anyway? Life is too short! 


Find ways to mix in more of your personal life (family, 
hobbies, etc.) onto your LinkedIn profile page, messages and 


status updates. 


There are many ways to “stand out,” of course, but my best 


advice is this: Be yourself! 


Dont hide who you really are out of fear that people won't 
like you or want to do business with you. Instead, it’s being 


yourself that is going to make or break your long-term success 


and sales. 
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The reason is simple: The more memorable, likable and 
trustworthy you are, the more people will want to do business 


with you. 


And note I said “memorable,” not gimmicky. So be true to 
who you are — let the lines blur a bit between your business and 


personal life. Put yourself out there, as scary as it might feel. 


Moving Prospects Through Your Sales Funnel 

At this point, there should be little doubt in your mind 
about the power of LinkedIn to find and engage your ideal 
prospects, along with the personalized approach that works so 


well in branding and selling. 


Now, as they say, the fortune is in the follow-up. It’s critical 
to have a plan in place that keeps you in front of your ideal 
prospects, in a non-spammy way, so that, when the time 
is right, you've done enough nurturing and relationship 


building to turn those prospects into paying customers. 


Of course, youre going to score some quick wins just by 
finding and connecting with prospects that need the exact 
service or product youre offering. But that doesn’t mean you 


want to ignore everyone else. 


One of my favorite methods for staying front of mind with 
key prospects is to send those people personalized, 1-on-1 
messages a few times a month. Those messages can either be 
friendly banter based on what I’ve gleaned via a prospect’s 
profile page (where they live, hobbies, interests, etc.) or based 


on previous conversations we've had. 


As I mentioned earlier, with some paid (premium) accounts 


LinkedIn allows you to take “notes” on prospects and save 
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those notes right onto his or her profile page (seen only to 
you, of course) so it’s easy to do. LinkedIn will also keep track 
of all your previous messages and exchanges as well, sharing 
those on a person’s profile page as notes (again, visible only to 


you!) each time you visit. 
See how easy this is? 


I like the “banter” approach because it’s non-threatening, 
unexpected and friendly at the same time. If I want to try and 
move things a bit more into the work direction, I sometimes 
include a PS. casually mentioning a business-related item | 


want to talk with the prospect about. 


The key to these “banter” messages is to make them 
conversational. Write them like youd write a note to a friend, 
using the same tone youd have in a casual conversation on 
the floor at a trade show or convention, or in the bar area at a 


professional networking event. 


Remember, this is Banter, not business-speak. So have fun 
with it and let your true personality, sense of humor, etc., 


shine through. 


Of course, check your tone and style to make sure you're 
being appropriate and not crossing any lines or boundaries 
(don't make racist, religious or sexist jokes, for example!). 


Common sense should rule the day. 


LinkedIn Wants 1-on-1 Messages To Feel 
Conversational 

In fact, LinkedIn wants you to be conversational and 
informal with your 1-on-1 messages to other connections on 


the platform. 
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If you look at LinkedIn’s 1-on-1 messaging system and 
your inbox, it has built-in features for adding funny GIFs 
(animated images), emojis and other staples of text messaging 


or instant messaging applications. 


In addition, you can upload (direct from your phone) little 
voice memos or even short video(!) messages directly to a 


1-on-1 connection via LinkedIn’s messaging system. 


Think about the power of making a new connection on 
LinkedIn, then pulling out your mobile device, shooting 
a quick, personalized video of yourself talking to the new 
connection by name, sharing a few quick bits of information, 


and saying how you look forward to talking more soon. 


You can do this directly inside the LinkedIn messaging tool 
using the platform’s mobile app, so it couldn't be any easier 
to add extra personalization to your 1-on-1 engagement with 


prospects! 


And think about this: How different and unique is a 
personalized video message compared to the typical, bland, 
boring or pitch-filled follow up message most people send 


their new LinkedIn connections? 


To help you see what I’m talking about, here’s an example 
of how a “banter” message might look for a prospect we'll 
call “Fred.” I know Fred works in Financial Services, and my 
ultimate goal in connecting with him is to sell him an online 


training program I have for Financial Services professionals. 


Here’s a typical “banter” message I could send Fred, given 
that I know he lives in Buffalo, New York, and I just woke up 


to see the morning news reporting on a big snowstorm there: 
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“Fred — had to drop you a quick line... I saw Buffalo got 14 
inches of snow last night! Yikes. Hope you have a good shovel. 
LOL. Be safe and stay warm! Seriously, how do you guys live 
there in the winter? I thought I was tough here in Minnesota! 


PS. Just a reminder if youve interested, I have a free webinar 
this Thursday on how Financial Services professionals like 
yourself can use LinkedIn to generate more clients and business. 
If youd like to see a link to it, just let me know and I can send it 


over. No worries either way and be well!” 


I could even do this as a video message, showing him on 
camera how outside my office it’s dry, warm and sunny - a far 


cry from snow-drenched Buffalo at the moment! 


Along with relationship building and staying “front of 
mind” with prospects in a non-annoying way, | can’t tell 
you how many times a message like that results in someone 
saying something like, “Hey, so glad you reached back out, 
was meaning to get back to you. I just got my new budget 
approved, would love to learn more about that training I see 


you mentioning here on LinkedIn ...” or similar. 


Timing can be everything in business, and that’s why these 
non-threatening, conversational “banter” messages work so 


well to generate warm leads and deals on LinkedIn. 


Also, it’s important to remember that any type of work- 
related “ask” in these types of messages must be proportional 
to the amount of goodwill and trust you've built up with a 


prospect to that point. 
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Again, you cant just connect with someone cold, then 
immediately send him or her a 1-on-1 message asking for 15 


minutes of his or her time on the phone to discuss a business 
opportunity. 


You don’t ask someone to marry you on the first date, 


remember? 


Ease into the relationship, don’t act desperate, and most 
importantly, ask questions and J/isten to what the prospect 
tells you. Then, when the time is right, you can position 
your product or service in a way that solves the problem the 


prospect is telling you he or she has. 


For example, I might ask a prospect, “Hey, so glad we 
connected, and just curious — what’s your biggest challenge or 


frustration with using LinkedIn for business these days?” 


In solving that person’s immediate problem, I build some 
quick trust, alert the prospect that I know my stuff when it 
comes to LinkedIn and make it likely that he or she will listen 


when I offer more tips or solutions in the future. 


The“Free Tips” Follow-Up Sequence 
At the end of the day, however, jovial banter only moves the 


needle so far. 


Depending on what youre trying to sell your prospect, 
you have to demonstrate (not just claim!) some legitimate 
authority, credibility and expertise before you try and ask for 


someone's time, attention or money. 


To do that, I love taking content I’ve already created and 


using it as an excuse to send someone a LinkedIn Message. 
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The Psychology & Strategy Behind Successful 1-on- 
1 Linkedin Messages 

What I’ve noticed with LinkedIn lead generation efforts in 
recent months is that people are very wary of feeling “sold to” 


inside of their 1-on-1 messaging exchanges on the platform. 


Meaning, even if you're mot coming on strong with a sales 
offer, people don’t appreciate you just assuming they want to 


see a link to your latest blog post or webinar. 


Nor do they want to be interrupted with a request from you 
out of the blue to jump on the phone for a free consultation 


or something else. 


Instead, they want you to ask permission before you offer 


them any type of content or consultative insights. 
This is where the magic is! 


Remember, your prospects on LinkedIn are only interested 
(to paraphrase Dale Carnegie) in themselves — Morning, Noon 


and after Supper. 


So if you have something to say, it needs to instantly talk 
about a benefit they want or offers to solve a problem they 


need a solution to. 


Now, if you target the right type of prospects and match 
your messaging to appeal to that specific, niche audience’s 
desires, then their answer more times than not is going to be a 


* (<9 {? 
resounding “Yes!” to your messages. 


Once you have that niche audience sorted and ready to send 
1-on-1 messages to using LinkedIn, you want to make sure your 


message will appeal to their specific desires and pain points. 
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In a moment, I'll share an example of the “fill in the blank” 


script I build from for these ongoing 1-on-1 engagements. 


However, it’s critical that this message comes after I break 


the professional ice with a personal comment or note. 


For example, after someone accepts my initial invitation 
to connect on LinkedIn, I don’t immediately launch into 
“asking” them for something business-related (time on the 
phone, to view a piece of free content, to buy a product or 


service, etc.). 


Instead, I try to replicate how J act in real life when I 
meet someone new - I break the ice, tell a funny, usually 
self-deprecating story and invite the other person to feel 


comfortable to do the same. 


It makes me approachable, likable and real to the other 


individual. 


Here’s what I send a brand new connection on LinkedIn, as 


an example: 
“Great to connect [FIRST NAME]! 


“Also, what’s one thing I can’t learn about you just from 
looking at your LinkedIn profile? 

“Here's mine - I LOVE the band Pearl Jam ... so much so 
that in the mid-1990s, I contracted mononucleosis, was in 
the hospital with a 104 degree fever ... and STILL convinced 
my mom to let me jump in the car with my buddies a few 
days later to road trip several hundred miles to see the band in 


concert. 


“Can you top that one?! 
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“All kidding aside, I realize so many LinkedIn messages can 
be spammy sales pitches or boring business jargon right off 


the hop. 


“Instead, I like to remind myself we're still communicating 
with human beings(!) on the other end of these notes and 


have some fun, break the ice, etc. 


“Either way, great to connect and excited to see if you can 


top my Pearl Jam story!” 


Now, based on whatever banter that approach produces, 
I can start further warming up a prospect before I send my 
favorite 1-on-1 messaging script. 

Even the person doesn’t immediately reply, they at least 
know I’m different and more memorable than their average 


LinkedIn connection, right? 


And being different and memorable is where the magic is 
on LinkedIn! 


The Ultimate 1-on-1 Linkedin Messaging Script 
Once the ice is broken, I now pivot into an ongoing series 
of 1-on-1 messages (usually sending 1 or 2 a month, always 
on a different topic) using the script below: 
Hey [FIRST NAME] - hope this note finds you well! 
Curious — Are you interested in [TOPIC]? 


The reason I ask is, I have a great, free [BLOG, WEBINAR, 
VIDEO, etc.] that [BENEFITS THEY WANT RELATED TO 
TOPIC]. 


Just reply “YES” or and I can send over a link to the [BLOG, 
WEBINAR, VIDEO, etc.]. 
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And if youve not interested, no worries at all. 
Either way I hope youve having an awesome day! 


What follows is a breakdown of the approach and script I 


use for these messages. 
There are four key components to this script: 


Part 1: You ask a question (“Curious...”) about a specific 
topic (i.e. the product or service you sell) and tie it to some 
specific benefits they want or problems they need solved that 


can be related to that product or service. 


Part 2: You offer something of value (“If so, I have a free 
training video / blog post / eBook / phone consultation / 
diagnostic tool / etc. ...”) related to the topic and question 
you asked in Part 1. The key here is that what you are offering 


is free and of value to your target audience. 


Part 3: You ask permission (“Just reply “YES’...”) to share 
your content or information, and give them a simple way to 
tell you they want to learn more (“YES”). Remember too, 
I'm not assuming my connections will automatically want a 
link to my webinar. Instead, I’m asking them if they do. This 


makes all the difference! 


Part 4: You don’t pressure them (“If you're not interested, 
no worries at all...”) and give them an easy out if they’re not 
interested. Remember the long game! Even if the person isn’t 
interested in this specific message or topic, he or she might 
be the next time you send a note about something else. Keep 
it conversational, friendly and easygoing in tone, and people 


wont feel pressured or pushed or “sold to.” That way, when 
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you circle back again in a few weeks with another message 


about a different topic, they'll be open to hearing about it. 


When They Say” YES” 

Now, if someone replies “YES” to the initial message I send, 
then I immediately send a follow up reply that gives the URL 
to my promised piece of content, calendar (for a free call) or 


whatever else it is. 


The key to all of this is how you phrase things, and following 
the script and approach I’ve outlined here will work wonders in 


sending free, qualified traffic anywhere you want online. 


Remember to use LinkedIn to first target the right 
audience, and then talk to them like I’ve outlined, asking 


questions, seeking permission and not being pushy. 


If you do, youre going to tap into the #1 LinkedIn lead 


generation method I see working these days! 


Example Script 
Here’s an example of how I use this method to drive traffic 
to my on-demand webinar for my LinkedIn Riches Online 


Course: 
Hey [FIRST NAME] - hope this note finds you well! 


Also, curious - do you ever use (or want to use) LinkedIn to 


land new clients? 


The reason I ask is, I have a great (and free) on-demand 
webinar that walks through some of my favorite tips, scripts and 
strategies to do this. 


If you want to check it out, just reply with “YES” or shoot me 
back a BC} and I can give you a link to the free training. 
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(Or if those areas are NOT a focus for you right now on 


LinkedIn, zero worries.) 


Just thought I'd check in on this and hope you are doing great 


regardless! 
If they say “Yes” or give me a thumbs up, I reply with this: 
Fantastic! 
Here’ a link to the on-demand webinar: https:/linkedinriches. 
com/webinar-coaching/ 


Cant wait to hear your thoughts on the training! 


Say I wanted to send a new message to the same person in 3 
or 4 weeks with the goal of getting him or her to subscribe to 


my “Nemo Radio” Podcast. 
I'd take the same script change it to this -- 
Hey [FIRST NAME] - hope things are going great with you! 
Also, curious - are you a fan of Podcasts at all? 


The reason I ask is, I've been fortunate to publish some great 
interviews lately with top sales and marketing thought leaders on 
my podcast, Nemo Radio. 


If you want to check it out, just reply with “YES” or shoot me 
back a and I can give you a link to the show. 


Or if youve not a podcast person or have no interest, zero 


worries. 
Hope you are doing great regardless! 
If the person says yes, I reply with this script -- 


Awesome! 
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Here’ a link to the podcast -- www.NemoRadio.com 
Cant wait to hear your thoughts on the show! 


See how you can replicate this same template over and 
over again, month after month, to offer something new and 


different without being pushy or sales-y? 


Big Fish: How To Get Celebrities to Engage With You 
on Linkedin 

In the past I’ve been able to get New York Times Bestselling 
Authors, internationally known business icons and other “big 
shots” to not only engage with me on LinkedIn, but even 


promote my LinkedIn trainings to their massive audiences. 


All this despite those celebrities having never heard of me or 


my business prior to us connecting on LinkedIn. 


I’m going to share with you exactly how I made this 
happen, and how you can do it in your industry or niche as 


well, even if you're a virtual “nobody” like me! 


Linkedin Has Killed The Gatekeepers 

The first — and most important — step in this process is 
understanding /ow to go about contacting your ideal “big 
shots” in the first place. 

In every instance, I’ve found LinkedIn to be the most 
effective method. Here’s why: LinkedIn has killed the 
gatekeepers. 

When you send someone a direct, 1-on-1 message on 
LinkedIn, not only does the person see it in his or her 
LinkedIn inbox, but he or she also might get an alert on his or 


her mobile phone (if they have it enabled) along with getting 
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an email sent to his or her primary email address. (Almost 
everyone who originally set up a LinkedIn account, even years 


ago, used his or her primary email address. This is key!) 


With that in mind, there are several ways to connect with 


your “big shot” on LinkedIn. 


First, you can send a personalized invitation to the “big 


shot” inviting him or her to connect. 


Also, make sure that with the text of your actual invitation, 
you treat the big shot like a normal person. Don’t fawn and 
gush over him or her. Instead, acknowledge what you like about 
his or her work, why he or she will want to connect with you 
and why youre reaching out. Save the hype and hyperbole — be 


straightforward, friendly and professional in tone. 


Note: If the “big shot” doesn’t allow new connections, you 
can still send a note if you have a premium LinkedIn account 
- it’s called InMail and it’s like force-feeding a message into 


someone's inbox. 


I don't recommend using InMail unless you cannot connect 
with a person and/or they haven't replied to any prior 
engagement efforts and you really want to try and get in front 


of them 


Either way, LinkedIn affords you several methods to 
reach your “big shot” directly. In my case, I reached out 
to a handful of “big shots” on LinkedIn, and almost all of 
them mentioned in their replies to me that they noticed my 


message personally. 


Many then handed me off to an assistant or employee to 


work on the details of our new relationship, but my point is 
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this: they engaged with me! | had the start of a relationship to 
build from. 


This next section is going to show you what you must offer 
the “big shot” in order to get him or her to not only take 


notice of you, but also want to reply as quickly as possible. 


Be Creative. Establish Credibility. Bring Real Value. 
Repeat. 

In approaching a big shot, you'll want to be creative, 
credible and quick. And, with his permission, I’m going to 
share with you how I was able to create a relationship with 


A-List business celebrity Chris Brogan on LinkedIn. 


Chris is a New York Times and Wall Street 
Journal International Bestselling Author, Speaker and 
Consultant who works with clients including Google, Disney, 


IBM, Microsoft and many more. 


To paraphrase Will Ferrell’s character from Anchorman, 
Chris Brogan is “kind of a big deal.” 


He’s also humble, genuine, self-deprecating and one of the 


nicer human beings on the planet. 


I approached Chris cold on LinkedIn, but dropped 
the name of my business coach in my introduction since I 


know he and Chris are friends. 


In your own situation, think about what elements you 
can utilize to make yourself more credible in the eyes of 
the “Big Shot.” Is there someone you both know? A big- 
name company you've worked at? An award you've won? A 


professional accomplishment? Something else? 
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With my first message, J told Chris that I wanted to rewrite 
his entire LinkedIn profile for free. 


I explained that Chris didn’t have to invest any time or 
effort in the endeavor. Instead, I'd take all the risk — I just 
wanted his permission to try. ’'d send him a Microsoft Word 
document with my suggested changes, text and notes on how 
to improve his LinkedIn profile. He could take what he liked 


and leave the rest. Or just ignore it completely. 


In short, I was taking all the risk and asking nothing of 
Chris Brogan. 


This is important! Too many of us are out there with our 
virtual hand out, asking for free advice, asking for someone to 
promote us, asking for someone to buy from us ... and we're 


doing it without first earning the right to make that type of ask. 


I knew that with someone like Chris Brogan, I had 


to earn everything. 


I started by trying to earn his attention with a creative, 
credible and quick invitation to do something I thought hed 
find valuable. 


Next, I needed to earn his respect and additional attention 
by actually delivering what I promised — a great LinkedIn 


profile rewrite. 


What I found interesting in reaching out to Chris and other 
big-name, A-List influencers at his level was that nobody else 


had offered this type of service to them. 


“Tm going to take you up on your offer, John,” one of the 
other “big shots” told me in a message. “It’s funny, because I 


know a ton of LinkedIn ‘experts’ who are good friends, but 
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none of them have ever offered to actually rewrite my profile 


for me. So, sure, go for it!” 


Do Your Best Work and Deliver the Goods! 
When you get the permission to do someone like Chris 


Brogan a free favor, do it like they are paying you top dollar! 


Do your best work. I spent hours researching Chris 
Brogan’s brand and backstory, doing my best to get into 
his professional and personal head so that I could create a 
revamped LinkedIn profile that was both authentic to who he 


was and helpful to his business goals. 
I did the same with the other “big shots” I approached. 


Remember: /f-you want to get someone’ attention, do great 


work! Dazzle them. Impress them. 


If you do, people feel socially and professionally obligated 
to return the favor. It’s proven that when we give someone 
something for free, especially without asking for anything in 
return, the law of reciprocity works its magic. The bigger the 
favor we do, the more obligated the person feels to pay you 


back later on. 


Leverage, Leverage, Leverage! 

After I'd earned Chris’ attention and proven my worth 
by delivering a killer profile rewrite, I made a couple of key 
“asks” when the time felt right. 


The first was to ask Chris to share word about my free 
LinkedIn webinars with Ais audience, which he did in a very 


generous way via his email list and social media channels. 
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The second was to ask him for a public testimonial, which 


he again did via video and text. 


The third was to ask if I could drop his name in 
approaching other “big shots,” and he again agreed. 


It was much easier to land additional “big shots” once | 
could say, “Hey, I’ve worked with Chris Brogan, you can ask 


5) 


him all about me. He trusts my work and will vouch for me.’ 


Happy Endings? Not Always. 

In addition to working with Chris, I’ve reached out to 
dozens of “big shots” on LinkedIn, and I’ve rewritten dozens 
of profiles that took countless hours. All without getting paid 


a dime. 


In some cases— like Chris — my efforts resulted in huge, 


game-changing wins for me. 


As one of Brogan’s followers mentioned to me in a note 
after Chris promoted me to his tribe, “John, congrats on the 
anointing!” 

Despite putting in the same type and quality of work with 
several other “big shots,” results weren't always so grand. But 
that’s okay. I learned a lot about what people at the “A-List” 
level are like in the business world — what makes them tick, 


what to watch out for, and much more. 


And while some “big shots” didn’t want me to publicly 
mention I rewrote their profile, they did agree to serve as a 
private reference when | approach other “A-List” types in their 


area of the business world. 
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Like anything, every single attempt doesn’t always result 
in a home run. But I learn something in each instance, and 


improve the next time out. 


With that said, I’m already busy cultivating several more 
relationships with “big shots” that I think will catapult my 


business and brand to “A-List” status, and it’s not by accident. 


The Reality of Becoming an“A Lister” on Linkedin 
You must put in the work. Nobody owes you anything! Be 


smart, be creative and be great at what you give these people. 


In researching the stories behind so many of today’s biggest 
business authors and influencers, I’ve also seen a common 
trend: They all started small and worked their faces off to get 
where they are today. Nobody handed these guys anything. 

Why should you expect your journey to be any different? 

One final thought — you only have so many hours in a 
given day, and it doesn’t make sense to offer this to every 
single prospect you come across on LinkedIn. But hedge 
your bets, trust your gut and go for it when it feels like the 


right play to make. 
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SECTION 3 


Parting Thoughts 


T*. in essence, is the magic of LinkedIn. You have the 
ability to instantly locate, engage and market to the exact 
people you need to reach when it comes to selling your specific 


products and services. 


Even better, the nifty tools, scripts, training videos and 


templates I’ll share with you in the LinkedIn Riches Book 


Bonus Area (www.LinkedInRiches.com/Bonus) make it easy 


to implement the entire process. 
The key, however, is knowing ow to sell on LinkedIn. 


I can't emphasize this enough — there is a specific strategy 
and psychology you must employ if you want to be successful 


generating business for yourself on LinkedIn. 


Without rehashing all the old, outdated and ineffective sales 
and marketing tactics that we still see online today, let me 
just say this: On LinkedIn, you must EARN the right to ask for 


someone’ time and attention. 
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I’ve spent this entire book trying to drive that point 
home. It’s the result of having spent the past decade of my 
professional life selling products and services on LinkedIn, 
testing out every possible strategy and tool until I discovered 


the most efficient and effective strategies available. 


But John, What About... 

LinkedIn Ads? Company Pages? Publishing Articles and Status 
Updates on LinkedIn? Etc.? 

As we wrap up our time together, I want you to remember 
one simple phrase when it comes to finding, engaging and 
selling to your ideal clients on LinkedIn: 

The money is in the mailbox. 

Repeat after me: 


The money is in the mailbox! 


Now turn to the person next to you and shout it at the top 


of your lungs: 
The money is in the mailbox! 


Here’s what I mean: Right now, as of this writing, spending 
all your time, energy and effort to develop a personalized, 
1-on-1 approach using LinkedIn messages is the fastest, easiest 


and most effective way to sell your products and services. 


As a platform, LinkedIn has dozens of cool features and 
tools ... but I’m only concerned with helping you use 


LinkedIn to sell your products or services. 


As such, the fastest and easiest way right now is by 
combining a client-facing profile, niche targeting and a 


personalized, 1-on-1 approach that “asks permission” to 
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engage via 1-on-1 messages and by offering free content that 


demonstrates your expertise like P’ve outlined in this book. 


Other “experts” may tell you different, and that’s totally 


fine. Try it for yourself and see what works and what doesn't! 


For example, some will tell you that publishing oodles of 
content on LinkedIn (daily status updates, videos, blogs, etc.) 


is the price you have to pay to win business on the platform. 


And sure, it might feel good to break your back publishing 
and promoting content on LinkedIn so that you get lots of 
likes and shares, but last I checked, you cannot deposit online 


likes or shares in your bank account. 


Also, wouldn't it just be easier to go directly to your ideal 
customer l-on-1, break the ice, start up a conversation and go 
from there instead of “hoping” that person sees your content 
on LinkedIn, engages with it and then takes the extra steps to 


chase you down and follow up? 
Let’s keep it simple: At the end of the day, what’s old is new. 


Personalized, human engagement and relationship building 
will never go out of style or be replaced by shiny software or 


tools. 


Remember, at the other end of all those LinkedIn invites 
and messages is a real person - one who is flawed, emotional, 
irrational and self-centered, concerned only about his or her 


most pressing problems and needs. 
In other words, human. 


So use LinkedIn like you use real life - to meet someone 


for the first time, to create a real, meaningful and personal 
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connection, and then pivot into asking questions and doing 
your best to build trust and solve problems for the other 


person as it relates to business. 


Now, you can scale and personalize this approach, and that’s 
something I dive into much more deeply inside my LinkedIn 


Riches Online Course and with my 1-on-1 clients. 


If you want to see how it all works, you can start with 


this free, on-demand webinar: https://linkedinriches.com/ 


webinar-coaching/ 


The reason I can’t put all of that into this book is simple 


- the software, tools, and tech I use to scale and personalize 
your LinkedIn outreach changes all the time, and it’s way 
easier updating a digital course instead of re-publishing a new 


edition of this book every few months! 


Why This Approach Works So Well on Linkedin 
What I love most about this 1-on-1 marketing method with 
LinkedIn is that instead of driving all over town in real life 
and doing 10 coffee meetings a day with prospects, I can do 
100 virtual “coffee meetings” with people on LinkedIn (via 


1-on-1 messages) every day without leaving my laptop. 


Even better, ’m only spending time engaging on LinkedIn 
with the exact, ideal decision makers who would want to 
purchase my product or service. In addition, LinkedIn is 
giving me all the icebreakers and information I need to tailor 
and personalize my conversation to that particular prospect 
I'm messaging with. 


See how easy this is? 
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One Last Thing 


Ready for some great news? 
You can do this. 
You can! 


It’s not rocket science. Go back and read the testimonials at 


the front of this book. 


Those are regular people, regular professionals. People just 


like you and me. 


Remember, I’m the guy who started his “business” with 
1 client, a wobbly folding card table and an empty Super 


Pretzels box in an upstairs bedroom. 


I also wear a popcorn bucket on my head and publish the 
photo in my books and online ... yet I’m still making a living 


... so don’t tell me this can’t be done! 


The Biggest Obstacle To Your Success with 
Linkedin (and Life) 


It never gives you a break. 


No matter where you go, it’s there, rearing its ugly head in 
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hopes of thwarting your ability to be happy and successful. 


And here’s the bad news ... you cannot escape this sinister 


presence. 
Because it’s YOU. 


It’s the habits, hurts and hangups you've developed over a 
lifetime of dealing with the disappointment and difficulties 


unique to your situation growing up in this broken world. 


And that, more than anything, is what impacts your ability to 


be successful in business. 
Because here’s what I learned long ago ... 
Income improvement follows self-improvement. 
For me, it’s been a rough few weeks on the mental battlefield. 


Some days, depression and despondence have gotten the 


better of me. 


And while intellectually I know “why” I feel this way (abused 
as a young boy, have a hard time trusting others and receiving 


love, etc.), it still messes with my ability to do business. 
But here’s the good news. 
As Tony Robbins says ... 
Biography is not destiny, 
And, once you decide that TODAY is where you can make a 


change, and take responsibility for yourself instead of leaving it 


to chance or the past or other people, things can change. 
But, as Maxwell Maltz writes in Psycho Cybernetics ... 
“The new concept does carry a responsibility, however. 


No longer can you derive sickly comfort from blaming your 
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parents, society, your early experiences, or the injustices of 


‘others’ for your present troubles. 


“These things may and should help you understand how you 
got where you are. Blaming them, or even yourself, for the past 
mistakes, however, will not solve your problem, or improve 


your present or your future. 


“The past explains how you got here. But where you go from 


here is your responsibility.” 


Whether you like to admit it or not, what’s going on under 
the hood mentally and emotionally for you does impact your 
ability to do business well ... it will also carry into the tone and 


tenor of your approach on LinkedIn! 


I just wanted to share this to remind you that everyone goes 


through these mental battles, myself included. 


And that the good news is, you and I can DO something 


about it. 
So take the time today to work on yourself. 


For me, what finally “clicked” was the book Psycho 


Cybernetics and spending more time with my guy Jesus. 
Whatever it is for you, know this ... 
I’m cheering you on. 
You matter, and I believe in you. 


So pick yourself up, dust yourself off, and get back in the 


game. 


We need you in this fight! 
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EXCLUSIVE 
BOOK BONUS: 


Free Video Trainings, Scripts, Tools and Templates! 


IMPORTANT NOTE: To get the most value and benefit 
from this book, make sure you visit www.LinkedInRiches. 
com/Bonus to access the FREE LinkedIn Riches book bonus 
materials. I created these to help you best implement the 
concepts and strategies youll discover in the book, plus that 
way I get to add new tips, tools and techniques as they emerge 
on LinkedIn, given that it’s an ever-changing, digital platform. 


EXCLUSIVE 
BOOK BONUS: 


Free Video 
Training 


Series! 


Access the Free LinkedIn Riches Video Training series based 
on the book and get access to additional bonus materials at 
www.LinkedInRiches.com/Bonus 


Book Bonus Area Includes: 
e Step-by-Step Video Tutorials & Trainings 
e Copy-and-Paste Scripts for LinkedIn Invites & Messages 
e Case Studies, Free Webinars and More 
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SO... What Did 
You Think? 


Ti you so much for reading LinkedIn Riches! It means 
the world to me that you chose to spend some time with 


me inside the book. 


With that said, I'd love to hear personally what you thought 
of the book! 


You can look me up on LinkedIn (https://www.linkedin. 


com/in/hirejohnnemo/) or email me (john@linkedinriches. 


com) and let me know your thoughts on the book. 


You can also visit www.LinkedInRiches.com and drop me a 


line there. 


But MOST of all, I'd love if you'd indulge me with a quick 


review over on Amazon.com. 


For authors, book reviews on Amazon.com are like oxygen 


— our books need them to keep breathing and stay alive. 
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Each review helps this book stay relevant and get “found” 
more easily on Amazon when others are searching the site for 
books like LinkedIn Riches. 

So, if you're game, and especially if you've just finished 
reading the book, please go here and leave me an Amazon 
review: http://amzn.to/1xztqrz 


I can't wait to read it! 
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